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WASHINGTON, Nov. 21—There 
ere five main causes for a decline 
bf 10,500,000 in paid admissions to 
ganized baseball games during 
e 1950 season, according to an 
alysis published yesterday by 
e Radio-Television Manufactur- 
rs Assn. 

The analysis was prepared by 
erry N. Jordan, young University 
bf Pennsylvania graduate student, 
ho earlier this year released re- 
ults of his survey on the long- 
ange effects of television and 
bther factors on sports attendance 
AA, May 22). 

The five causes listed by Mr. 
ordan were: bad weather, shift 
team performance, leveling out 
om postwar attendance peaks, 
nflux of new TV set owners, and 
mn excess of both radio and TV 
portscasts. 


Stating that the decline was gen- 
bral throughout all baseball—in 
55 out of 60 leagues—Mr. Jordan 
bluntly challenged the views fre- 
huently expressed about televi- 
sion’s effect on the gate. 

“In eight leagues which drew 
ore than 1,000,000 paid admis- 
sions in 1949, the 29 televised clubs 
ad a relatively better attendance 
performance in 1950 than the 35 
ion-televised clubs. There is no 
ustification in fact for extreme 


actors Other Than TV Caused Drop 
1 Baseball Attendance: Jordan 
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FTC Investigating TV 
Ads; New Copy Starts 


opinions either for or against tele- 
vision.” 

Television, he continued, does 
four things to baseball: . 

1. It keeps some people out of 
the ball park. 

2. It brings additional revenue 
to the ball clubs in rights and fees. 

3. It is a publicity medium which 
arouses interest and creates some 
new fans. 

4. It creates good will because 
it is wanted and appreciated by 
the public. 


ws “All four of these facts are 
certain,” Mr. Jordan asserted. 
“Whether TV is good or bad for 
the game depends ultimately on 
the balance achieved between 
them.” 

He also took exception to the 
view that TV might some day 
underwrite crowdless ball parks. 

“Crowds are important to the 
TV fan, as well as to the players 
on the field,” he said. “With few 
exceptions, the really good sports 
attractions are a success both at 
the box office and in the home— 
and they will continue to be. Tele- 
vision is paying its way in baseball 
by bringing additional revenue in 
excess of the temporary losses 
from new TV set owners.” 

Bad weather, according to Mr. 

(Continued ox Page 68) 


INDIANAPOLIS, Nov. 22—News- 
paper advertising should be sub- 
ected to two different measure- 
ents—one quantitative and the 
pther qualitative—but most papers 
ave overlooked the latter, ac- 
ording to A. W. Lehman, man- 
wing director of Advertising Re- 
earch Foundation. 

Speaking before the central re- 
sional meeting of the National 
€wspaper Promotion Assn., Mr. 
thman said that the Audit Bu- 
au of Circulations gives a physi- 
or quantitative, measurement, 
but to get qualitative measure- 
ments more newspapers should 
mnsider using something like the 
oundation’s Continuing Study of 
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scores of other papers, and adver- | 
18 — | of liquefied spices (ranging from anise to tumeric) in Milwaukee Nov. 


"39 Pastenreahis ae tional and local advertising in t 


What They're Say- 
ing 12| 


Newspaper Reading. 

Use of these studies, which are 
conducted in cooperation with the 
Bureau of Advertising, would not 
only help newspapers build better 
papers, but also would help adver- 
tisers to construct better news- 
paper copy, he added. 


s The two basic challenges facing 
any newspaper, Mr. Lehman said, 
are: (1) to serve its readers and 
community to the best of its abil- 
ity in presentation of news, editor- 
ial interpretation, and features, 
and (2) to earn an income. To) 
achieve the latter a newspaper 
must maximize its circulation. 

Most newspapers, he said, know 
relatively little about the follow- 
ing items: 

1. Who comprises their audience. 

2. What their readers are like;| 
i. e., income, family size, habits, 


3. What their readers are able 
to buy and what they now own. 

4. Depth of reading; i. e., how) 
much of each story is being read 
and how many ads are being read? 

5. Readership of ads by product 
interest. 


@ The foundation has made 13g Printing there. Reason for the easing of the ban is understood to be the | 


studies since 1939, Mr. Lehman 
said, and these have benefited not | 
only the papers studied, but) 


tisers and agencies as well. 
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FOR DELIVERY—Zenith Radio Corp. last 
week stressed this unusual suggestion in 
full-page newspaper space: When you 
know what model you want, send in the 
coupon and Zenith will earmark a set 
for you, sending it to the dealer. 


BofA Reports on 
Medical Groups’ 
Local Ad Drives 


Institutional Copy 
Used Consistently By 
State, County Assns. 


NEw York, Nov. 22—A growing 
number of state medical associa- 
tions and county medical societies 
are sponsoring consistent newspa- 
per advertising campaigns, accord- 
ing to the retail division, Bureau 
of Advertising, ANPA. The divi- 
sion said doctors are among the 
largest and most successful news- 
paper advertisers in the profes- 
sional classes. 

A check made by the BofA, ad- 
mittedly incomplete, showed that 
the Minnesota State Medical Assn. 
and the Indiana State Medical 
Assn. have both prepared ads on 
the subject of socialized medicine. 
Minnesota is asking each individ- 

(Continued on Page 4) 


Six Companies Study 
Plan for Co-op Ads 


to Promote Premiums 


New York, Nov. 24—A coopera- 
tive newspaper advertising cam- 
paign for 1951 to promote the use 
of premiums is under considera- 
tion by six manufacturers of non- 
competitive products, chiefly in 
southern states, AA learned this 
week. 

A conference was held recent- 
ly in White Sulphur Springs, W. 
Va., by representatives of Colgate- 
Palmolive-Peet Co. (soap); Bor- 
den Co. (evaporated milk); Bal- 
lard & Ballard (flour); Luzianne 
Tea & Coffee Co.; J. H. Filbert Co. 
(mayonnaise) and Rumford Bak- 
ing Powder Co. to consider ways 
and means of promoting jointly 
premium sales and the exchange 
of coupons. 


a Advertising agencies represent- 
ing the individual companies also 
attended the meeting but, accord- 
ing to present plans, most of the 
development of the proposed cam- 
paign will be channeled through 
Ted Bates & Co. here. 
Colgate-Palmolive-Peet 


(Continued on Page 8) 
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VITAL STATISTICS 

On Pages 48 and 49 of this 
issue appears a two-page 
tabulation, “Marketing Vital 
Statistics for 169 Standard 
Metropolitan Areas,” that 
every marketer will want to 
keep. It shows latest official 
figures on population, dwell- 
ing units and 10 segments of 
retail sales for each of these 
metropolitan areas. 


Last Minute News Flashes 


‘4 Star Revue’ to Have Alternating Sponsors 


New York, Nov. 24—NBC-TV will inaugurate another new partici- 
pating sponsorship plan next year for “Four Star Revue,” now spon- 
sored weekly by Motorola. Norge division, Borg-Warner Corp. (J. Wal- 
ter Thompson Co.) and a major food company (signed but unnamed) 
will join Motorola in January as co-sponsors, sharing rotating spots 
and sponsor billing on the program, which stars successively four top 
comedians. Estimated cost to each advertiser will be about $60,000 


every three weeks for talent. 


Canadians May Soon Lift Magazine Embargo 


New York, Nov. 24—Canadian tariff restrictions imposed in 1947 
against American magazines featuring detective, sex, western and con- 
fession stories and comics are likely to be lifted Jan. 2, according to 
information received here by Arch Crawford, president of National 
Assn. of Magazine Publishers. Some American publishers since ’47 have 
complied with the Canadian embargo by shipping shells to Canada and 


improved exchange rate of the Canadian dollar. 


Liquetied Spices Set to Make Debut in Midwest 


Cuicaco, Nov. 24—Vanguard Associatés will introduce its new line 


reports, he said, it is possible to 900 introductory newspaper campaign as soon as distribution in se- 
stimulate better advertising and| lected stores has been perfected. Michael Shore Inc. is the agency. 


(Continued on Page 8) 


(Additional News Flashes on Page 69) 
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Happy Children Shown 
in Copy; Criticism of 
First Theme Continues 


WASHINGTON, Nov. 22—The Fed- 
eral Trade Commission announced 
today that it is investigating the 
“child appeal” ads sponsored by 
the “American Television Dealers 
and Manufacturers.” 

The commission said it has 
written Ruthrauff & Ryan and 22 
sponsoring companies for copies 
of all material used in the $2,000,- 
000 press and radio drive. 

The commission has also asked 
R&R for a complete list of the 
companies contributing to the 
drive. 

FTC’s letter was written by the 
radio and periodical section, which 
investigates cases of misleading 
advertising. 

The mere fact that FTC an- 
nounced it is investigating the 
campaign was in itself unusual, 
since FTC ordinarily refuses to 
discuss its investigations: until it 
has reached the point where a 
complaint is issued. 


es The commission customarily 
takes the position that unnecessary 
injury is inflicted if an announce- 
ment is made, and the investiga- 
tion is eventually dropped. 

In announcing its interest in the 
campaign, the commission said it 
acted because of the tremendous 
public interest that has been 
aroused. Commission sources said 
substantial quantities of mail have 
poured in, protesting the first ad 
in the series. 

Some of the letters were from 
educators, who denied that “ed- 
ucators agree” that TV is essential 
to a child’s happiness. Presumably 
it is this aspect of the ad which 
FTC considers sufficiently mis- 
leading to warrant further ex- 
amination of the materials printed 
and broadcast in the campaign. 

At least one other possibility 
was suggested by FTC’s interven- 
tion: Concern over the use of the 
term “American Television Deal- 
ers and Manufacturers,” clothing 
the anonymity of the sponsors. 


@ Meanwhile, the dealers and 
manufacturers, driving hard to get 
everybody a television Christmas, 
were rolling along with their re- 
vised positive-slanted advertising 
this week, but sporadic post- 
mortem complaints still were com- 
ing in against the first approach 
taken in the cooperative venture. 

The second series of newspaper 
ads was headlined: “You’d give 
them the world if you could... 
this Christmas you can.” The il- 
lustration showed the picture of a 
smiling father embracing his two 
children. 

This happy ad was in marked 
contrast to the first newspaper 
copy which pictured a couple of 


i ! at | woebegone children and was 
By analyzing the results of na-| 27, in selected stores in Chicago and other midwestern cities a few days | 


he later, and in New York before Christmas. Present plans call for a $50,- | 


headlined, “There are some things 
a son or daughter won’t tell you.” 
A letter from the “American 


Television Dealers and Manufac- 
(Continued on Page 65) 
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Dichter Offers New Psycho-Metric 
Method of Rating Advertisements 


New York, Nov. 21—Psycholog- 
ical consultant Ernest Dichter yes- 
terday announced the “psycho- 
metric rating of advertisements”— 
a new appreach to testing an ad’s 
effectiveness. 

Dr. Dichter’s new evaluation— 
available to advertisers for a fee 
of $300 per ad—involves the use 
of three criteria in testing the ef- 
fectiveness of advertising: (1) the 
“entering” or “getting into” of an 
ad by a reader; (2) the emotional 
reaction of the reader, and (3) the 
“mental rehearsal” of the purchase 
or use of the product. 

In a pilot study using this ap- 
proach, Dr. Dichter said he found 
that an average of 19% of 
the readers of the Oct. 30 Life 
whem he tested “mentally re- 
hearsed”’ the purchase of the prod- 
ucts or services advertised. The 


study covered 55 ads. 

The study also disclosed that 
41% of the respondents “entered” 
the ads which they viewed. Only 
30% showed any positive emo- 
tional reaction. 


s Dr. Dichter said the 19% figure 
for the “mental rehearsal” of pur- 
chase revealed that while the ad- 
vertisers may have purchased tre- 
mendous circulation and excellent 
income groups, they did net get 
their money’s worth—and that this 
was due, not to any fault of the 
magazine, but to the shortcomings 
of the ads themselves. - 

The best ad in the Oct. 30 Life, 
by Dr. Dichter’s rating, was placed 
by a motor car manufacturer. The 
analysis showed: that 90% of the 
respondents “entered” this ad— 
by identifying themselves with 


| its personality and action. As a re- 
sult of this identification, most of 
the respondents (80%), he said, 
actually felt or desired to feel, 
such emotions as contentment, 
elation, happiness, carefree feeling, 
security and buoyancy. 

Because of the emotions and de- 
sires aroused by the ad, Dr. Dich- 
ter said, the respondents visualized 
themselves either purchasing the 
product or using it. In other words, 
they were trying to gratify their 
emotions and desires through an- 
ticipated use of the product. This 
is what Dr. Dichter calls “mental 
rehearsal” of the purchase or use 
of the product. 


es Dr. Dichter said his test re- 
vealed that the lowest rating was 
received by an ad placed by a ra- 
dio-phonograph-television manu- 
facturer. Only 30% of Dr. Dich- 
ter’s respondents “entered” this 
ad. Because of its “confused and 
disorganized structure, the ad 
failed to provide the reader any- 
thing with which he could identify 
himself.” As a result, the ad failed 
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PUSH-KAP—This four-color page will ap- 
pear, through Sherman & Marquette, 
New York, in 16 magazines (December 
through February) to promote Colgate- 
Palmolive-Peet’s new Push-Kap dispenser 
for Cashmere Bouquet hand lotion. 


to make the respondents feel that 
the product concerned them. 

It was further found, Dr. Dich- 
ter said, that the ad provoked neg- 
ative rather than positive emotions. 
“The confusion of the ad led the 
respondents to feel anxiety and 
frustration.” The cluttered appear- 
ance and general disorganization 
led, he said, to negative emotional 
connotations of cheapness, dirti- 
ness, unkemptness and untidiness. 
Consequently, the ad failed to 
bring most of the respondents to 
a “mental rehearsal” of the pur- 
chase of the product. 


Colonial Agency to Move 


Colonial Advertising, Newark, 
will move its offices Dec. 1 from 
127 Broadway to 790 Broad St. 


1949 Billings of 74 
Canadian Agencies 
Total $86,742,500 


Ortawa, ONT., Nov. 22—Figures 
released by the Canadian Buregy 
of Statistics show that 74 Cap. 
adian agencies billed a total of 
$86,742,500 in 1949, as compared 
with 49 agencies billing $29,244. 
400 in 1941. 

Billings in 1948 were $73,762,209 
and in 1947 were $64,594,700. Net 
advertising revenues, according to 
the bureau, were $1,948,500 ip 
1949, $1,370,400 in 1948 and $1, 
462,800 in ’47. 


m= The bureau also noted that most 
of the advertising went into pub. 
lications, with billings for ads ip 
publications, for 1949, ’48 and 47, 
accounting for between 60% and 
62% of the total. Other visual me. 
dia were responsible for 4%, the 
bureau stated. Radio billings in the 
three-year period accounted for 
between 15% and 18%, while me- 
chanical charges amounted to 16% 
of gross billings. 


McCarthy Appoints Wilke 


Wayne Wilke has been named 
general sales manager of McCar- 
thy Fruit Products Co., Evanston, 
Ill. He was formerly with Gehl’s 
Guernsey Farms, Milwaukee, Pet 
Milk Co., and Maun & Lund, Chi- 
cago, machinery and flavor manu- 
facturer. 


Helen Goodwin Opens Agency 

Helen Goodwin, formerly ac- 
count executive of Nat M. Kolker 
Agency, Philadelphia, has formed 
her own agency with offices at 
704 S. Washington Sq., Philadel- 
phia. 


“This is the size we make for the 
Growing Greensboro Market!” 


The cash registers really ring a merry tune in North Carolina's 
Growing Greensboro Market—where the Greensboro Metropolitan 
Area alone ranks first in the Nation in General Merchandise Sales, 
as well as tenth in the Nation in Total Retail Sales in per cent of 
increase, 1949 over 1939, according to November 10th SALES MAN- 
Watch your sales grow in the South’s Leading 
State—in the market that rings up one-fifth of all North Carolina’s 
Total Retail Sales with one-sixth of the ‘state’s population. 
can reach this market easily and efficiently with the GREENS- 
. Current circulation over 100,000 


AGEMENT... . 


BORO NEWS and RECORD .. 
daily! 


The only medium with 70%, coverage in the Greensboro 12-County 
ABC Area, and selling influence in over half of North Carolina! 
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As an advertising 
medium with audited 


monthly circulations 
that sound like the 
national debt... 
available at 


gafeteria prices... 
dollar-for-dollar, 
Comics Magazines 
are the most 
efficient advertising 
vehicle for moving 
merchandise in the “a 


mass market. 
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Giving Free Dinner, Tree 


Coolerator Co., Duluth electri- 
cal appliance manufacturer, is of- 
fering a Christmas tree and din- 
ner free to each purchaser of a 
Coolerator range, refrigerator or 
freezer, starting Nov. 25. Cooler- 


ator dealers will have a window | 


display contest in connection with 
the promotion. Campbell-Mithun 
Inc., Minneapolis, is the Cooler- 
ator agency. 


K&E Appoints Two V. P.s 


William H. Green and George 
P. MacGregor have been elected 
vice-presidents of Kenyon & Eck- 
hardt, New York. Mr. Green has 
been an account executive of K&E 
since 1943, and Mr. MacGregor 
joined the agency as an account 
executive in March, 1949. 


PERMANENT 


DISPLAYS 


FOR NATIONAL ADVERTISERS 


Harve Ferrill & Company 
11 E.WALTON PLACE - CHICAGO 11 


State and County Medical Groups 


(Continued from Page 1) 

| ual county medical society to spon- 
sor the ads in its community. The 
Indiana Medical Assn. has it- 
self been sponsoring a statewide 
newspaper campaign. 

The California Medical Assn. 
also has been active in supporting 
and developing campaigns by its 
component county medical socie- 
ties. 
= Counties which have engaged 
in individual and consistent news- 
paper drives included Ramsey 
County, Minn.; Clay County, Ind.; 
Santa Clara and San Diego, Cal.; 
and Lehigh, Pa. 

“Indications are,” the retail divi- 
sion said, “that a majority of the 
county and city society advertis- 
ing campaigns are financed by the 


societies themselves through an in- 


Conducting Variety of Ad Campaigns 


crease in dues. 

“Such increases have usually 
been instituted on the basis of a 
need for increased public relations 
activities and increased services to 
the public on the part of the medi- 
cal society. 

“In the case of advertising re- 
garding the issue of socialized 
medicine, some societies have ob- 
tained outside support from drug- 
gists, insurance companies, and 
various other groups interested in 
this controversial issue.” 


s The BofA committee said news- 
paper advertising by county medi- 
cal societies broke down into two 
general categories: (1) ads dis- 
cussing the issue of socialized 
medicine, and (2) ads publicizing 
the services of the societies, such 
as 24-hour phone service, the 


‘ Advertising Age, November 27, 


guarantee of a medical society to 
furnish medical care to all regard- 
less of ability to pay, and the 
services of a society’s medical 
economic bureau, which will help 
patients budget their medical care 
bills. 

Occasionally, it was said, a so- 
ciety has taken ads to put across 
its viewpoint on a particular com- 
munity issue. For example, Ken- 
osha, Wis., doctors took newspa- 
per ads to refute a health insur- 
ance plan they felt to be actuari- 
ally unsound and to combat the 
implication that local doctors were 
cooperating in the insurance plan. 

County and state medical groups 
have frequently run ads in special 
medical sections prepared by their 
local newspapers. Among these 
were listed the Alameda County, 
Cal., Medical Society; Buchanan 
County, Mo., Medical Society; 
Louisiana State Medical Assn.; and 
Erie, Pa., Medical Society. 

“In every case, the BofA com- 
mittee said, “physicians insist 
upon keeping their advertisements 


IN THE INSTITUTIONS FIELD... 


The Publications 
of products used in the 
j= types of insti- 
tutions: 


Hotels 

Hospitals, Sanitariums 

Colleges and Universities 

Schools 

Industrial Institutions 

Army, Navy and Govern- 
ment Buyers 

Restaurants, Cafeterias 


Dealers, Jobbers, Supply 
louses 


Steamship Lines and 
Shipyards 


Railway Systems 
Airlines 
a oy Municipal and 
tate Institutions 
Office and Public Build- 
s 


YMCA‘s, YWCA’s and 
YMHA‘s 


City and Country Clubs 

Utilities 

Architects, Engineers, 
Decorators and De- 
signers 

Other Institutions 


py ae Magazine 
FOR EFFECTIVE MONTHLY COVERAGE OF 


BUYERS and SPECIFIERS 


Institutions Cotabee Directory 
FOR YEAR-ROUND CATALOG PRESENTATION 
TO BUYERS and SPECIFIERS 
Large consumers and big buyers in both Government insti- 


tutions and Civilian institutions constitute the readers of 


INSTITUTIONS MAGAZINE and users of INSTITUTIONS 


CATALOG DIRECTORY. Faced with the same problems 
of the mass feeding and mass-housing of millions of 
people daily, they find the answers to their common prob- 

lems of food service, equipping, furnishing, maintaining, 
remodeling and expansion in these two publications. As 
sources of buying information, both publications are 
unparalleled as they are the only ones serving all seg- 
ments of the institutions field. 


Following are types of procurement offices being 
reached by INSTITUTIONS PUBLICATIONS: 


Procurement Officers, 
Corps of Engineers 


District Chiefs, 
Ordnance Districts 


Commanding Officers, 
U. S. Arsenals 


Armed Services Medical 
Procurement Agencies 


Commanding Generals, 
Quartermaster 
Purchasing O 


Gugety one and Facilities 


Bureau of Yards and 
Docks Supply Offices 


Bureau of Ships 


Aviation Supply Offices 


Navy Purchasing Offices 


Department of the Navy 


CONSULT YOUR 


Your Advertising Counsel can render an indispensable service 


Air Material Commands 
Laboratory Offices, 
Contracting Division 
Officers in Charge, 
U. S. Shipyards 


Officers in Ch 
Naval Supply Depots 


Officers in Charge, 
Naval Air St 
Depot Quartermasters 
Public Buildings 
Administr 
Supply Division 
Veterans Administration 
U. S. Maritime 
Commission 


Army and Navy 
Exchanges 


ADVERTISING AGENCY 


in planning the solution to one of your most important and 


Ask your agency today. 


basic sales problems . . . 
product data in the hands of the individual men and women 
who specify or actually place the order for your firm’s products. 


That of placing your sales story and 


dignified and of an institutiong 
type.” Two brief case histories g 
ad campaigns by medical group 
follow: 


ws Case 1. “Early in 1949, memben 
of the Clay County, Ind., Medica 
Society, being steadily run raggeg 
by ofttimes inconsiderate patients 
decided upon a newspaper adver. 
tising campaign. Its purpose: tg 
offer the public ten helpful sug. 
gestions which would enable dog. 
tors to render more efficient medj- 
cal service. 
“Two-column-by-three-inch ads 
appeared for ten consecutive weeks 
in the Daily Times, Brazil, Ind 
Copy was prepared by J. P. Bad. 
ger, advertising manager of the 
Times, subject to the approval of 
members of the society. Ads ap. 
peared every Saturday. 
“Results: Much favorable re. 
sponse, both in terms of comment 
and cooperation from people in the 
community. The medical society 
was deluged with requests from 
other county medical groups for 
tear sheets of its ads. The state 
medical association also asked for 
permission to use the campaign.” 


w CASE 2. “Objective of the cam- 
paign: to present to the public 
the policies and views of the Santa 
Clara County, Cal., Medical So- 
ciety on free medical care, on fees 
for medical services and on the 
benefits of voluntary health in- 
surance as compared with com- 
pulsory health insurance. 

“A campaign of newspaper ad- 
vertisements, each expounding 
some phase of the society’s views 
and policies, was run with inser- 
tions appearing approximately 
once a month in ten weekday 
newspapers, published in eight cit- 
ies served by members of the so- 
ciety. Ads were approximately 300 
lines in size and the total space cost 
for the campaign, which ran from 
April through November, 1949, 
was $940.63. 

“Results: Hundreds of inquiries 
for information regarding the 
availability and benefits of vol- 
untary health insurance in the 
area were received shortly after 
the campaign began. The -cam- 
paign also turned up several cases 
of lack of a physician’s care be- 
cause of financial difficulties—and 
free medical attention was sup- 
plied by members of the society. 


a “Numerous comments were re- 
ceived from social service organ- 
izations, public health officials, 
nurses and welfare department 
employes, all commending the so- 
ciety for establishing such policies 
and for making them publicly 
known. 

“Indirect results included the 
reading of the story of this news- 
paper campaign into the ‘Congres- 
sional Record’ and the submission 
of the series to the Senate com- 
mittee investigating bills on a na- 
tional health program. The full 
text of the first three advertise- 
ments appeared in the published 
reports of the hearing. Inquiries 
for copies of the series came from 
21 states, and the American Medi- 
cal Assn. reprinted copies and 
made the ads available to all 3,000 
county medical societies in the 
U. S. : 

“At the end of the year, mem- 
bers of the society voted to double 
their advertising schedule in just 
the first six months of 1950. The 
campaign was also featured in the 
‘Blue Book of Newspaper Adver- 
tising—1950 Edition,’ published by 
the Bureau of Advertising, ANPA.” 


Publication Increases Rates _ 

Coin Machine Review, Los 
Angeles, Cal., has announced in- 
creases in its ‘advertising rates, ef- 
fective with the January, 1951, is- 
sue. The basic page rate will be 
raised from $130 to $165. The 12- 
time rate will be the same as in the 
old rate structure—$i30. The pub- 
lication will guarantee these old 
rates for the next 12 consecutive 


issues. 
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The way to get retailers 


THE volume and distribution you 
get in today’s market depend large- 
ly on your ability to convince 
retailers that they can make more 
profit on your brand than they can 
on a competitor’s. Retailers want 
to stock the brands which their 
customers want to buy. 

More than ever before, adver- 
tising must be relied on to sell the 
customer before she goes to the 
store. To give meaning to a dealer 
franchise, it must build a consumer 
franchise —a significant share of 
consumers’ repeat buying relatively 
immune to the tactics of competi- 
tion. 

To meet the changed situation, 
the Chicago Tribune has developed 
a sound procedure that can build 
a stronger market position for your 


brand. The Tribune plan is based 
on actual selling experience at the 
retail level. It earns larger store 
inventories, better store displays 
and faster turnover. It enables you 
to cash in on the growing trend 
toward self-service and fewer 
brands per line per store. 

Highly productive in Chicago, 
the plan can be utilized in any 
market. It will win the enthusiastic 
support of your sales staff and 
distributive organization. De- 
signed for immediate sales volume, 
it provides a base for sound ex- 
pansion. 

If retailers are hesitant about 
stocking or pushing your line, here 
is a way to improve the situation. 
Without resort to discounts, deals, 
premiums or cut prices, it can 


to stock and push your brand— 


The Chicago Tribune 
Consumer-Franehise Plan! 


boost your volume to meet the 
requirements of today’s higher 
break-even point. 

Whether your product is a con- 
venience item or a big unit, you 
can take advantage of the con- 
sumer-franchise plan. The plan is 
of particular interest to executives 
who bear the responsibility of get- 
ting immediate sales and to those 
concerned with long-range plan- 
ning and continued company 
growth and profit. 

A Chicago Tribune represent- 


ative will gladly tell you how the 


consumer-franchise plan can 
be applied to help you get a 
larger share of today’s buying. 
Ask him to call. Why not do it 
while the matter is fresh in your 
mind? 


CHICAGO TRIBUNE 


THE WORLD'S GREATEST NEWSPAPER 


Chicago Tribune representatives: A. W. Dreier, 1533 Tribune Tower, Chicago 11; E. P. Struhsacker, 
220 E. 42nd St., New York City 17; W. E. Bates, Penobscot Bldg., Detroit 26; Fitzpatrick & Chamberlin, 
155 Montgomery St., San Francisco 4; also, 1127 Wilshire Blvd., Los Angeles 17 
MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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Leading Touchdown 
Maker Gets Victor 
TV Set and Title 


CAMDEN, N. J., Nov. 22—RCA 
Victor has inaugurated a national 
promotion, with stress in college 
newspapers, of its new pigskin 
platter, “Mr. Touchdown, U.S. A.” 

As part of the promotion, the 
company is awarding the title 
and one of its television sets to 
the football player of one of 119 
colleges who scores the most 
touchdowns during the current 
season. The winner will be deter- 
mined by National Collegiate 


Athletic Assn. figures. 
Copies of the recording and an- 


nouncements of the contest have | 


been sent to the 119 colleges and 
to 250 sports editors. 

RCA Victor also will award, 
through its distributors, 45rpm 
players to top scorers in separate 
territories. If the football players 
cannot accept the gift, the record 
players will be given to their col- 
leges instead. 


Giegengack Resigns 


A. E. Giegengack has resigned as 
executive vice-president of Lans- 
ton Monotype Machine Co., Phila- 
delphia. He will continue as a 
member of the board of directors. 


TOYS 


TOYS AND NOVELTIES, "The Voice of the Industry”. Contact us for further information. 


BELL BUILDING 


TOYS & NOVELTIES 


is a $300 MILLION Business! 


40 million youngsters demand toys. Distributors regularly read 


CHICAGO 1, ILL 


Appoints Thomas Fallon 
Thomas M. Fallon, formerly ad- 
vertising manager of the machin- 
ery division of Dravo Corp., Pitts- 
burgh, has been named publishers’ 
representative of the American 
Society of Mechanical Engineers, 
New York. He will represent Me- 
chanical Engineering and ASME 
Mechanical Catalog in western 
Pennsylvania, Ohio and West Vir- 
ginia. Mr. Fallon will make his 
headquarters in Pittsburgh. 


Offers European Coverage 

De Garmo Inc., New York, has 
extended its international mer- 
chandising activities by an associa- 
tion with the Hans Bolliger Agen- 
cy, Zurich, Switzerland. The new 
service is designed to give U. S. 
importers complete continental 
coverage of Europe, channeled 
through the Swiss agency. 


Ogilvy Names Patterson 
Charles Ogilvy Ltd., Ottawa de- 
artment store, has appointed 
ray Patterson advertising man- 
ager. He was formerly with Mur- 
phy-Gamble Ltd., Ottawa, and 
Robert Simpson Co., Toronto. 


Advertising Age, November 27, { 


Merchandise Returns Up 33% in 5 Years; 
Causes Analyzed in New Study by NYU 


New York, Nov. 21—Merchan- 
dise returned to department and 
specialty stores with an annual 
sales volume of more than $1,000- 
000 increased from 5.7% of gross 
sales in 1944 to 7.6% in 1949. 

These figures were released this 
week in a study of returns in a 
group of metropolitan New York 
stores and published in the cur- 
rent issue of the “Journal of Re- 
tailing” by the research depart- 
ment of the New York University 
School of Retailing. 

“If returns in 1944 are taken as 
a base, the increase in the relative 
amounts of merchandise returned 
during the initial and final years 
of the period totals 33% %,” the re- 
port points out. 

The survey covered ten of the 
large department stores in New 
York and was conducted on an in- 
terview basis. The purpose was to 
determine the reactions of these 


TV GUIDE, the David among the magazine Goliaths, now has the 
third largest sale of any weekly in metropolitan New York. .. 


over 250,000 copies. 


TV GUIDE, the giant-killer, now has the largest circulation of any 
metropolitan magazine... reaching one out of six 


TV families. 


ADVERTISERS! 
You must use TV GUIDE to reach this market, 


because your ads will be read: Over 250,000 families 


read TV GUIDE for program listings every day, 


several times a day; 


because your ads will get action: TV GUIDE’s readers 


comprise a dynamic, alert audience, more able-to-buy 


than the rest of the market; because you get the lowest 


page rate per thousand of any local magazine. 


LIL DAVID CAN DO SOME SLING-SHOOTING FOR YOU, TOO! 


¢ 


New York’s best 
-. magazine buy! | 


COST PER * CIRCULATION 
PAGE (LATEST AVAHABLE 
PER ‘ FIGURES) 
Tv $2.34 | 250,000° 
GUIDE ; , 
NEW YORKER. 8:16] 101,000 
(City Edition) 
_ CUE 8.85] 70,000 


ABC average eet paid, 20d quarter 1950, 188.266— 
aad gréwing by leap: and bownd: with every ite’ 


Distribution Supervised by 
Cowles Inc.: Publishers of Look, Quick & Flair 


Get the full facts about TV GUIDE. Write or phone 251 West 42nd Street, New York 18. BR 9-0050 or: 
CHICAGO: PHILADELPHIA: ‘ BOSTON: MIAMI: LOS ANGELES: ST. PAUL DETROIT: ‘WASHINGTON: OMAHA: 
VIMON—ROY WHITING james R. Wescorr LINDSTROM Hat WinTER Fish AS90C' MARD P. LLIAM HILLIARD Doaorny Girert 
185 Noch Wabash : AT) North 13th Sereet 137 Newbury Screec 90-49 Emerson Avenue —_ Teas WW ilshure ead 53 Se. wa Book! penta i ‘oe © sor Doles Sereet 
Fraoklia 2-6931 Locus 4-3583 Commonwealth 6.5058 Miami Beach 86-2188 Duakick 41151 Prive 4545 Woodward 1-9404 Republi 0854 ebwer 2505 


merchants to the current trend jy 
returned goods; the actions, if any, 
being taken to counteract thy 
trend; and actions they might take 
in the future. 


a Comments of executives in 
stores surveyed indicate that five 
major factors account for present. 
day trends in returned goods: 

1, The tendency toward mor 
promotions of merchandise. Up 
the beginning of the Korean War, 
executives said, there were mor 
and more special sales and mor 
and more special sales merchap. 
dise being offered, some of it ap. 
parently inferior in quality, which 
helped to increase the volume of 
returned goods to stores. 

2. Adequate records are not be. 
ing kept. In every store, the re. 
port says, there are hundreds of 
lower-level employes who know 
items of merchandise that are “no 
good,” items cut too small, or that 
will shrink, or that will not stand 
dry cleaning. “This information 
should seep upward, but often it 
does not. It is impossible to cor- 
rect a situation not known to 
those who have the authority and 
responsibility for taking action.” 
The survey found that there was 
little and, in many cases, no ree- 
ord keeping on returns. 


= 3. The recent sales emphasis on 
large appliances. Returns on ap- 
pliances have been sharply upward, 
the survey found. This is partly 
explained by the fact that few 
appliances were sold during the 
war years. 

“The problem of servicing ap- 
pliances,” the report says, “is in- 
herent in the lack of skill and de- 
pendability of the repair services 
to which the stores must sub- 
scribe. Complaints which start as 
requests for service are likely to 
end as full-fledged returns if the 
stores’ repairmen fail to correct 
malfunctioning equipment. Tele- 
vision is still a headache, and at 
least one large store has solved 
this problem by not selling TV 
sets.” 

4. Emphasis on mail and tele- 
phone orders. Part of the returned- 
goods problem, it was found, is in- 
herent in the recent push for 
greater telephone and mail order 
business. 

“Close check must be made on 
the return percentage resulting 
from such transactions,” the re- 
port warns. 

5. Too liberal return policy. 
“This problem can never be 
solved,” the report says, “as long 
as each store plays a lone-wolf 
role. The return problem could be 
more easily handled if all stores 
could bring themselves to work to- 
gether.” 


ws The report suggests that a city- 
wide study of causes and results 
might provide a start toward bet- 
ter methods of handling returns by 
all stores. The first step might be 
for the stores to agree on a stan- 
dard codification of causes of re- 
| turns. 
| “Returned goods,” the report 
concludes, “will probably not be a 
serious matter if there is to be 4 
period of merchandise shortages 
and rationing. But if the inter- 
national situation clears up, it is 
probable that many stores will 
soon have to take positive steps to 
control adjustments.” 


Launches New Publication 


Tropical Gardening, devoted to 
gardening in south Florida, made 
its debut last month with 3,000 
copies. This month 7,500 copies 
were printed, with 10,000 copies 
scheduled for January. Advertis- 
ing rates are $5 per inch. Ruth 
Stuart Allen is editor and Eliza- 
beth Cox promotion manager. Of- 
fices are at 159 Aragon Ave., Box 
804, Coral Gables, Fla. 
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This One will Top them all!.. 


CFAC’s Annual 
“Off-the-Street Club” 


Christmas Party 


THE TIME * NOON THURSDAY, DECEMBER 14 
THE PLACE * GRAND BALLROOM, STEVENS HOTEL 


* Twelve hundred people are going to have a = THE-STREET CLUB—happier and healthier through- 
terrific time at this year’s Christmas Party. owt next year because you and you and you are com- 
There’ll be an array of big time talent. Re- ing to the Christmas Party! There'll be more and 
member the calibre of last year’s entertainers... better club facilities—more food and clothing where 
from the Chez Paree, the College Inn, the Swiss —_they’re really needed—more of the things that build 
Chalet, the Breakfast Club, Kiss Me Kate, and clean, honest, alert citizens for the years ahead! 
Ciro’s? This year’s galaxy of headliners will shine Twelve hundred people are going to have a ter- 
even brighter! There’ll be scores of gifts— __ rific time at this year’s Christmas: Party. And 
valuable gifts, topped by an Admiral 19” TV- _ they’re going to have a priceless, warm feeling 
Radio-Phonograph Combination! There’ll be — in their hearts as they leave. 
good food, expertly served and piping hot. Could there be a better, more satisfying way to 
There'll be a thousand youngsters out at the orr- _ start the holiday season? 


CHICAGO FEDERATED ADVERTISING CLUB 


139 North Clark Street, Chicago 2, Illinois 


Enclosed is my check for $ . Please send me___tickets for the 
party at $10 each. (10 seats per table.) 


If you haven't 
made your reservation 


send the coupon right now é 


NAME 


COMPANY 


MAT ATATAIAIMITMSASATMIT MS rd en 


y CITY. ZONE____STATE 


THIS SPACE SPONSORED BY COLLINS, MILLER & HUTCHINGS, INC. 
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‘Gazette’ to Raise Rates 


Effective March 1, the Gazette, | 
Schenectady, N. Y., will increase 
its advertising rates. The flat rate 
per agate line will go from 12¢ to 
14¢. 


Duncan Resigns WPIX Post 


Walter I. Duncan, sales man- 
ager of WPIX, New York, since 
February, has resigned. No suc- 
cessor has been named for Mr. 
Duncan. 


DVERTISERS 
AGENTS © CLIENTS 


The continuous hazards of LIBEL, Invasion 
of Privacy, Plagiarism, Piracy and Viola- 
tion of Copyright — all are EFFECTIVELY 


INSURED by our UNIQUE cover which takes 
the sting out of these claims — and its 
cost is almost nominal! 


WRITE FOR DETAILS AND RATES 


EMPLOYERS REINSURANCE 
CORPORATION 


Kansas City Mo 


insurance Exchange 


‘Newspaper Promotion Men Told Benefits 


of Qualitative Research at Central Meet 


(Continued from Page 1) 
thus build higher readership. 
Many agencies actually use the 
studies as a guide to producing 
better copy and layout, he added. 

A. Edward Miller, research di- 
|rector of Life, gave an illustrated 
presentation at yesterday’s session 
| covering the recent cumulative au- 
| dience study of Life conducted by 
Alfred Politz Research Inc. (AA, 
May 1). In it he outlined the sam- 
pling and interrogation techniques 
employed in conducting the sur- 
vey, plus the survey’s findings on 
Life readership. 


# Louis E. Heindel, advertising di- 
rector of Madison Newspapers Inc. 
and vice-president of Newspaper 
Advertising Executives Assn., told 
the assembled promotion men how 
Madison Newspapers has devel- 
oped a planned program for solici- 
tation of retail store advertising. 
An “advertising planning guide” 


is prepared each month, he said, 
and is distributed to key personnel 
in all departments. This guide sets 
the retail ad quota for the next 
month, and contains the following 
information: List of all special 
events, percentage gains or losses 
of individual stores during this 
year and last; special promotion 
ideas; breakdowns of sales trends 
by store classifications and by per- 
centage of ad linage gained or lost, 
etc. 

In addition, data is prepared on 
markets and circulation coverage, 
plus a breakdown showing how ad 
linage in the past has affected 
sales. 

At the closing session the follow- 
ing officers for the central region 
of the association were elected: 
Otto A. Sihla, Minneapolis Star & 
Tribune, president; Fred Howen- 
stine, Indianapolis Newspapers 
Inc., 1st vice-president; Ed Burge- 
| son, Madison Newspapers Inc., 2nd 


Advertising Age, November 27, { 


vice-president; and Joseph P. 
Lynch, Grand Rapids Press, secre- 
tary. 


Quaker Oats Schedules New 
Gabby Hayes NBC-TV Show 


Quaker Oats Co., Chicago, which 
is dropping its Mutual AM show, 
“Challenge of the Yukon,” has 
signed for a 15-minute, three-a- 
week “Gabby Hayes Show” over 
39 interconnected and two con- 
nected NBC-TV affiliates. 

Quaker Oats cereals will be 
promoted on the program, which 
will be telecast Mondays, Wednes- 
days and Fridays (5:15-5:30 p.m., 
EST). Quaker’s 30-minute Sun- 
day afternoon Gabby Hayes pro- 
gram on NBC and its “Zoo Parade” 
show will continue. 


ABC Reports 9-Month Loss 


American Broadcasting Co. has 
reported an estimated loss of 
$877,000 for the nine months 
ended Sept. 30. This compares with 
a loss of $779,000, before reduc- 
tion of $297,000 for recovery of 
federal income taxes, making a 
net loss of $482,000 for the nine 
months of 1949. 


point 
integrated 
control service 


‘ADVERTISING ART 


KLING 


CHICAGO: 601 NW. Fairbanks Ct. De 7-0400 


NEW YORK: 51 East Sist St. 


DETROIT: 1928 Guardian Bldg. Wo 1-2500 


ee 


studios 


El 5-7336 


PITY THE PLIGHT OF THIS A.E.~ 


NOW THE CLIENT WANTS 


T-V 


A MEDIUM IN WHICH EXPERTS ADMIT, 
IT ISN'T EASY TO MAKE A HIT 


When This Happens To You 


Call KLING 


Yes, call Kling—where Television and Film Production, art, ani- 


mation, script writing and motion picture photography in 16 mm 


or 35 mm plus high fidelity 35 mm RCA recording ensure an 


artistically and commercially successful job. 


We will originate an idea for you or produce yours in our block- 


long, two-story studio where any production, large or small, can 


be handled. Techniques include special effects, stop action, physi- 


cal animation or cartoons. Procter & Gamble, Admiral, Standard 


Oil, Durkee's, Kroger, Wilson Meats and Canada Dry are just a 


few of the clients who have found Kling T-V ideal. Try it—now! 


*Account Executive 


Six Companies Study 
Plan for Co-op Ads 
to Promote Premium; 


(Continued from Page 1) 
Octagon premium stores and agen. 
cies in the South will be used a 
places for the exchange of coupon; 
for premiums for all cooperating 
companies. The company operate; 
50 premium stores and has 1,50 
agencies in the South. The agen. 
cies are retail stores in smalle 
communities. 

Since Sept. 11 radio stations jp 
six southern cities have been used 
by the group for spot announce. 
ments which give the address of 
the nearest local premium store or 
agency where coupons of any of 
the six manufacturers may be ex. 
changed for premiums. 

Current plans for 1951 call for 
local newspaper advertisements ip 
most of the major southern cities 
starting early next year and spon- 
sored jointly by the six companies, 

In addition, each company will 
do its own regular advertising, but, 
in each ad that features premiums, 
it will explain how the coupons 
may be exchanged at central 
points in each locality. 


Patterson Leaving 
Baltimore Papers; 
Schmick Advanced 


BALTIMORE, Nov. 21—Paul Pat- 
terson, for the past 31 years presi- 
dent of A. S. Abell Co., which 
publishes the Baltimore Sunpapers, 
has tendered his resignation and 
will retire from active business 
Jan. 31. He will be succeeded by 
William F. Schmick Sr., now ex- 
ecutive vice-president. 

Mr. Patterson, now 72, became 
managing editor of the Baltimore 
Evening Sun in 1911. His newspa- 
per experience spans more than 
50 years, including a long tenure 
as a member of the board of di- 
rectors of the Associated Press, 
from which he retired this year. 
He was president of the American 
Newspaper Publishers Assn. in 
the early 1920s. 

Mr. Schmick, a native of Balti- 
more, began his newspaper career 
at the age of 16 in 1899 on the old 
Baltimore World. He became busi- 
ness manager and secretary of that 
paper, moving to the Evening Sun 
in 1910. On the Sunpapers, he has 
been successively assistant to the 
circulation manager, classified ad- 
vertising manager, advertising 
manager and business manager. 
He has been executive vice-presi- 
dent for the past nine years. 


Pilz to Rejoin Rippey 

Eugene F. Pilz will rejoin 
Arthur G. Rippey Co., Denver 
agency, on Jan. 1. He joined the 
agency in February, 1947, and was 
made a partner in 1949. For the 
past year and a half, he has been 
advertising and merchandising 
manager of a Denver department 
store. 


Capstick to Mystik Adhesive 

R. L. Capstick, formerly senior 
account executive of James Fisher 
Co., Toronto agency, has been ap- 
pointed general sales manager of 
Mystik Adhesive Products Ltd. 
St. Catharines, Ont. 


What Do You Know about 
DOOR-TO-DOOR 
SELLING? 


Door-to-door Selling known 
as DIRECT SELLING —is building 


nt volume my for many manu: 
mdb It may be your answer to 
pire volume, vanishing profits, 
soaria and cut-throat com 
tion. we fully explained 
in aie booklet—mailed F 


Please write on your letterhead. 


OPPORTUNITY MAGAZINE 


Dept. A-42, 28 E. Jackson BI., Chicago 4, lil. 
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il PROGRESS COOKED THE GOOSE 


Balti- 
areer 
1e old 
busi- 
aa Just as the goose quili was outmoded by modern business ma- ; . d . a 
cin chines, new sales techniques in the office equipment field have Office Equipment A vertisers 
o the replaced those of a half-century ago. In Business Week 1950 
d ad- In common with the leaders in all industries today, the makers of 10 Years or More 
tising office equipment are firm believers in advertising to management Addressograph-Multigraph Corp. 
ager. men—the executives who make or influence buying decisions. Many wiry grheeroen. —" Ce. 
pro of these companies concentrate a large share of their advertising A. B. Dick Co. 
° ° Ditto, Inc. 
in Business Week. Eastman Kodak Co. 
REASON: Business Week’s audience is a highly concentrated group ee yc ett hear 
of management men. Almost every Business Week reader is a pros- Friden Calculating Machine Co. 
onver pect...giving you and every advertiser to business and industry a + ga > sgl 
1 the minimum of waste circulation. Harter Corp. 

was P . International Business Machines Corp. 
r the RESULT: For each of the past 12 consecutive years Business Week Lyon Metal Products, Inc. 

been has carried more pages of office equipment advertising — more to- tn oe a ny “a ty Aga 
tal pages of business goods and services advertising — than any Moore Push Pin Co. 
other general business or news magazine. National Cash Register Co. 

Rauland-Borg Corp. 

Remington Rand, Inc. 

Royal Typewriter Co., Inc. 

Soundscriber Corp. 

The Todd Co., Inc. 

Underwood Corp. 

Webster Electric Co. 
* Source: Publishers’ Information Bureau Analysis 


1 ap- YOU ADVERTISE IN BUSINESS WEEK WHEN 


YOU WANT TO INFLUENCE MANAGEMENT-MEN eee gepepere 
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Tidy Joins Orr Agency Toronto, as account executive and Maps Direct Mail Program to be mailed at scheduled inter- 

Arthur R. Tidy, formerly adver-| copy chief. He also has been ra-| Eastman Kodak Co., Rochester, | vals during the year. The program, 
tising manager of Mutual Benefit dio director and account executive N. Y., has announced that its 1951 similar to the one used this year, 
Health & Accident Assn., Toronto, of Harry E. Foster Advertising, direct mail program for direct Will consist of nine self-mailing | 


has joined William R. Orr Ltd.,| Toronto. dealer use will consist of 13 pieces folders—seven covering lower 
| priced merchandise and two ad- 


| vanced items—and four holiday 


teard il ting fil 
use REPLY-O Letter (23ccutee, Foes Ae 


Labor Day and Christmas. 


erything — 
ce for won did YOU ® ee 


ng in its Place: or made | 
— ws Gets Luggage Account | 
se reply cards often | Crown Luggage Co., Baltimore, 

4 con't /manufacturer of Plasti-Hide lug- | 

© LETTER your CN a, gage, has named Kastor, Farrell, 
pony es Chesley & Clifford, New York, to 


handle its advertising. The account 
was formerly with the Theodore 
no er nag . A. Newhoff Advertising Agency, 
reer OL erter ga Write Pe RE PLY- 0 Baltimore. 
at e Example: : 
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i ion nt” Adver- sidiary of Alfred Dunhill, is marketing 
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this lightweight plastic flask for travelers, 


Frank Thornton of 
Westinghouse Wins 
McGraw-Hill Medal 


ATLANTIC City, Nov. 21—Frank 
Thornton Jr., engineering managerwy 
association activities, Westing. 
house Electric Corp., was awarded 
the James H. McGraw manufae- 
turers medal for 1950 at a lunch- 
| eon last week. 
| Presented during the meeting o 
| the National Electrical Manufae+ 
| turers Assn., the medal was given 
in recognition of Mr. Thornton’g 
“distinguished contribution to the 
/advancement of the electrical in- 
' dustry in the field of standardiza4 
| tion, code development and safet 
| regulations.”” Mr. Thornton is Ist 
vice-chairman of the NEMA codeg 
| and standards committee. 

The award is one of four estab 
lished 25 years ago by the late 
James H. McGraw, founder of Me 
Graw-Hill Publishing Co., to en 
courage constructive thinking fo 
the advancement of the electrica 
industry. The awards are bronze 
medals and purses of $100 each. 
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Leaf Gum Presents New Toy 


Leaf Gum Co., a division of Leaf 
Brands Inc., Chicago, has intro- 
duced a new toy, Basketball Bub- 
ble Gum Bank, which is made of 
plastic. To operate the toy, the 
child inserts a penny, nickle oF 
dime which releases a gum ball 
above a shooting spring, and then, 
in order to get his gum, he shoots 
the ball in the direction of the 
basket. If the child scores a hit, 
out pops the bubble gum. The sug- 
gested retail price is $2. The bank 
comes with 50 Leaf Rain-Blo bub- 
ble gum balls. Refills are avail- 
able in a box of 60 balls at a sug- 
gested price of 25¢. 


GET YOUR SHARE! You and your sales organiza- 
tion will fully appreciate the opportunity the Mid- 
west offers when you get the facts on the amazing 
sales potential of this rich eight-state farm market. 
What the 1,183,493 subscribers of the five Mid- 
west Farm Papers intend to buy is a matter of record. 
They tell you themselves. The ‘Buying Intentions” 
brochure is available to you now for planning your 


MAP OUT YOUR SALES CAMPAIGN 
WITH A QUOTA BREAKDOWN 


1951 advertising-selling campaign. Use it to get 
your share of the Midwest farm dollar. 


WHY THE “UNIT” IS YOUR BEST BUY! Advance 
information on what and how much Midwest farmers 
intend to buy comes to you through the publications 
they turn to first for information on what brand and 
where to buy. The best way to sell them, naturally, is 
to concentrate your advertising in their local farm 
papers. (Asked in a recent survey to name the one 
among all farm publications they would take if they 
could take only one, “Unit” farm papers were a 
better than 3-to-1 choice over any of the national 


farm magazines. ) 


e 


_ Midwest offices at: 250 Park Ave, New 


NEBRASKA FARMER » PRAIRIE FARMER » THE FARMER » WALLACES' 
York; 59 E. Madison St., Chicago; 542 New Center Bldg., Detroit; Russ Bidg., San Francisco; 1324 Wilshire Bivd., Los Angeles. 


FOR EACH SALESMAN’S TERRITORY 


You can get right down to business with your 
salesmen and jobbers when you are equipped 
with facts contained in the “1951 Buying 
Intentions” brochure. More than 240 items in 
eight major sales categories are listed for 
the eight Midwest states. Breakdowns of these 
figures, state-by-state and county-by-county, 
also are available to give you an accurate 
picture of the potential for each sales territory. 


YOUR MIDWEST MARKET... 


MIDWEST 47” UNIT 


| Angeles office of Abbott Kimball 


| southern California office of Calk- 
|}ins & Holden, Carlock, McClinton 


| 


| account executive and director of 


Appoints Mildred Fluent 


Mildred Fluent, formerly vice- 
president in charge of the L@s 


Co. of California, has joined the 


& Smith, Los Angeles. She will be 


the fashion division. Miss Fluent 
is the winner of the 1949 Frances 
Holmes Advertising Award, given 
in recognition of the best complete 
campaign’ by a woman in the ll 
western states. 


B&B Conducts Art Show 


Benton & Bowles, New York, 
played host Nov. 20 to its clients 
and employes with its sixth an- 
nual art show. The show, rep- 
resenting art work done in lei- 
sure hours by the commercial art- 
ists and the efforts of the agency§ 
non-professionals, consisted of al- 
most 100 entries. The exhibit will 
continue until Dec. 8. 


Weir Gets Tourist Account 


Walter Weir Inc., New York, has 
been named by the Puerto Rico 
Visitors’ Bureau to handle all ad- § 
vertising and promotion concerned § 
with tourist travel. 


Pe - i iy : et 
i Sl % ae . * aos 
Sere a l $ He believes # a a i 
eae and every -_—t 
- uy Ny = That's why ” 5 4 ; 
: ix = \N lost or mist ” seo Pos as ; ; 
= ‘= But with R ve ~ UGHTWE a 2 
: . = put | : " _ ; 
get lost* * * ' 
a ( in an excl 
hes SS pencil, - : “ous . 
Ss That's oF ‘ . 
SST» prov — ‘ 
SS Ss retu os sae 
1 i . “Rep —< EAS 
= ‘ eee i NaS retur p a se 
ae Ns) : as . 
oF as ~ 
ae | - 
- % - 
ee es ae a TEEEEEEEEEEEEEEEEEE EEE ; re 
Pe . aa 
: sy EES Sine ee eel MS EB RE i ge OO NE is 5! a eg ere ae ae 
4 epic Me ef - 2 ss Oe re ee OO ie sg ie hee ee ae iss i eas 
is ; ae | a Mi : YC G AND YOUR a % 4 Ca | , Y T a 
ie b Sas | . a 3 a ba gene 
aes hy _ a ees " , SS SALES STAFF 4 a , es, es I . # 
‘dihiditiess< & ; oe - : eee, a ahr a 
gine on He i ek Le ae ee C aa 
alti ce a . ED SED SENN ENED, NONE MRR De ee eae A # © ] UT i coelinsemnelieeneenstiteeetienmetieneelmeetiemem tended - cee —_—— ce ery eee ene meee one re ik ; 
; wo wae | iting ee ee ie 
De tt A ae aes Yr = 4 Oe | 
mete et gt] ‘Le d ccs 3 
ha Fr ¢ Ss | i 
Pau, és a Db ,; d x fe oa 
a cs, é ’ a“ : TI ON Ss Ss ‘ced 
—s . SS | ws iste 3 ay 183, 4 93 sy i4 
jue = fe MiDWes, - °SCRigg is agate 
aleeans oe a With, T FAR Rs re) s eae 
ee : » N THE 9 aM Papen.” ‘ ; 
ees ; vy , 8 Mipy, PERS : mar 
eg ee a i f i 4 PWesr ST4 ie Pes us 
pre? AG ee as aged 4] an 
one % " OE Ce Tes pe ae 
Pies ie a: al . ecarie 
rae a = =e — % a 
. r es e 4 oe 7 
ee Oe es 4 oy Se : ogee 
ak ose a - 4" = . ie 
Ei eee bE eS LN assy TAGs \ : . =e 
BOR Se ee saat \N AN ! Be 
Bs ee ) mas sh) ee eee fo 
noe : \ £7 tp ee 
“ are belt % 's tlerste | eee 
cure ad * } -t ” Fees MiDw, Pie 
de Pa a ee Ase ~ _— 
tis kot ie , fs + ® i i - 5 00 0 Pm i. oe ee 
Beat rh ie ° O09 e.¢ | e \ Bi os 
ae meal, ee See* ce fs © = 
ARE ‘ . > “e Se e O74 =" 
~ ae A teste? Ia 
oF , —— 5 ™ eee," “ee Buse Pont 
_ LSS OM OL IO SO, ; 
0270 @e*%eege® 5 2 ‘ 
.@e say tt eo. ecee® : 
00g © 0% @8 Ot ad asia 
oe e. 2) vary "@ - 
ee : Ms ? $ een 
Eaidaiuede, ee” ” e ~ eee 
rae aas ne 
nae hie 
= pe ; ES 
he ee PO me : 
: OL, 
gt ee | . 
; of io é: : t 
BC ? 
wasnt Faaoite | Aceticn. ee ate 
if Sel owt ‘ > eee } Ate 
Pian, ‘ 1 ey ar 
ais LEB Ex AY, "Re CMR eile oy E pe sag | ae 
an - s : : | ages 
ney . ao 3 ee | “i ne 
ae cg oueneeae ntl gam aes 
peers t a : gas 
te y= a q eh Bee as 
ee - Midwest offices ge ae 
pate eae 
Pe oN, oe 
i : ors ; : 0 one en ee eee ea em hen ee age ea areas ao ee Maer rae eo ae we 
eS Pee eh ee ee ape rye Fe ere weer ela tee Pieter ee ae oer emer eS 


General Precision’s 
TV Recorder Called 
Equal to Live TV 


PLEASANTVILLE, N. Y., Nov. 22— 
Ceneral Precision Laboratory has 
acnounced a new video recorder 
y hich it believes is equal in all 
respects to live telecast. 

The GPL video recorder operates 
with electronic instead of mechan- 
ical control, and the manufacturer 
thinks it reproduces both picture 
and sound with greatly improved 
fidelity, and can be used on pro- 
grams of half an hour or more. 

The new device consists basic- 
ally of a 16mm. camera facing a 
TV receiver, as do standard re- 
cording devices. But the laboratory 
says that the differences are ac- 
counted for by the electronic con- 
trol, which turns the cathode ray 
tube of the receiver off and on and 
permits the camera to see only 
525 scanned lines per frame—syn- 
chronizing the 30 pictures a 
second of TV scanning with the 
24 frames per second of the motion 
picture camera. 


se Further, when a frame of film 
has been pulled into place, the 
tube is turned on, the lines 
counted, and at the end of 525 
lines the tube is shut off and 
turned on again when the next 
frame is ready. The counter has an 
accuracy of one-half of one of the 
15,750 lines which appear each 
second. 

The results of the system are 
that the camera sees precisely 
what it would if it were photo- 
graphing the program without the 
TV receiver; no surplus lines of 
TV image pass to form a double 
exposure, and no lack of lines 
causes under-exposure. 

The unit has a new film gate. 
Motion picture practice is to have 
“takes” of two or three minutes, 
then the film gate is cleaned to 
prevent scuffing or poor focus due 
to film being shoved out of position 
by emulsion pile-up. This has been 
a TV problem, where stops cannot 
be made at that frequency. 


a In the GPL recorder, the film 
gate has a special non-mechanical 
element holding the film in focus 
and place, and “there is virtually 
ho possibility of scratching or 
piling up of emulsion” in normal 
operating cycles. 

The laboratory hopes to help 
Stations in non-coaxial TV cities, 
as well as cities using delayed 
telecasts. Major use will probably 
be in network and station studios, 
but it can provide a faithful re- 
cording over fringe mileages (as 
high as 40 air miles). 


Brewery Signs 3 TV Shows 


Narragansett Brewery, Cranston, 
R. I., has started a series of 15- 
Minute shows over WJAR-TV, 
Providence, 7:15 p.m., Monday, 
Wednesday and Friday. One eve- 
ning is a live show featuring the 
Frank Petty trio, one is a film 
presentation and the other fea- 
tures Benny North, vocalist. Stan- 
dish Inc., Providence, handles the 
account. 


WKST Appoints Meeker 


Robert Meeker Associates, New 
York, has been named national 
representative for WKST, New 
Castle, Pa. A 1,000-watt Mutual 
affiliate, the station formerly was 
handled by Katz Agency. 


‘Morris Agency Names Selby 


Robert Selby Jr. has been 
Mamed an account executive of 
Harry W. Morris Agency, San 
Francisco. He was formerly in the 
Sales department of KYA, San 
Francisco. 


Maxon Appoints John Gray 
John B. Gray, formerly with 
Ruthrauff & Ryan, has been ap- 
Pointed copy chief of Maxon Inc., 
Detroit. He is co-author of “Ad- 
wertising Copywriting.” 
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WENB Shifts Berg and Hale 


Julian Berg, on the commercial 
sales staff of WKNB, New Britain, 


|Conn., has been transferred to the 
| station’s Hartford sales office. Phil 


Hale, of the Hartford office, re- 
places Mr. Berg in New Britain. 


Landenberger to Fredricks 


J. W. Landenberger & Co., Phil- 
adelphia, maker of Footlets and 
Randolph knit hosiery, has ap- 
pointed Richard E. Fredricks Ad- 
vertising, New York, to handle its 
radio and TV advertising. 


Dorland Names Shaunty 

Mary L. Shaunty, general man- 
ager of Dorland Inc., New York, 
is now acting as media director of 
the agency. Hope Leavitt has been 
made her assistant, succeeding Bet- 


London Shirt Starts Drive 


London Shirt Corp., Montreal, 
has launched a campaign in daily 
newspapers in Toronto and Mon- 
|treal. The drive features the 
| Tweedledum dress shirt and 
|Tweedledee casual for women. 
Ellis Advertising Co., Montreal, is 
the agency. 


Joins Chase Brass & Copper 


| George F. Thiffault, formerly on 
|the editorial staff of the Repub- 
lican, Waterbury, Conn., has joined 
the advertising department of 
Chase Brass & Copper Co., Water- 
bury. 


De Sola Named Secretary 
George De Sola, with Anderson, 

Davis & Platte, New York, since 

1943, has been elected secretary 
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The Media Scoreboard at right 
should open your eyes to the 
surprising hatful of | 
advantages you get with Spot 
Movie Commercials. And here 
are a few more interesting 
facts: 


There are 14,750 theatres available, large and 
small, in almost all markets on a completely 
selective theatre-by-theatre basis. They give 
you a total possible audience of 40,000,000! 


signatures provided if desired. 


Consider using Spot Movie Commercials. We will 
prepare theatre coverage plans for you or your 
agency without cost or obligation. Write, wire, or 
phone our nearest office for complete information. 


Every theatre selected screens your film at every 
full performance during every week for which 
Spot Movie films are scheduled. Local dealer 


ovie Advertis ing Bureau 


MEMBER COMPANIES: UNITED FILM SERVICE, INC. © MOTION PICTURE ADVERTISING SERVICE CO., INC. 


NATIONAL OFFI CES NEW YORK: 70 EAST 45th ST. © CHICAGO: 333 NORTH MICHIGAN AVE. © NEW ORLEANS: 1032 CARONDELET ST. 
KANSAS CITY: 2449 CHARLOTTE ST. © CLEVELAND: 526 SUPERIOR N.E. © SAN FRANCISCO: 821 MARKET ST. 
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A Blow to Self-Regulation 


With fine irony, ApverTIsING AGE last week reported that the Ra- 
dio-Television Manufacturers Assn. had proposed a fair trade prac- 
tices conference “to set up advertising standards for television re- 


ceivers.” The report followed a detailed story of the current cam- — 


paign for most of these same manufacturers which seems to have 
violated all the advertising standards there are. 

Fair trade standards by industry, even though promulgated through 
the agency of the Federal Trade Commission, are in the realm of self- 
regulation; and the initial advertising of the television set manufac- 
turers has dealt the concept of self-regulation a severe blow. 

ADVERTISING AGE is and always has been a firm and ardent believer 
in self-regulation, particularly in the advertising business. But even 
the most obtuse must realize that self-regulation has no slightest 
chance of success unless there is actually some regulation involved. 
Self- regulation in which no one takes it upon himself to regulate any- 
thing is a hollow mockery. 

In this particular instance it is quite clear that neither the tele- 
vision manufacturers nor their advertising agency indulged in any 
particular regulation of their appeals or their copy approach, and for 
their lack of action they deserve no thanks from the American people 
or the American advertising business. 

But the greatest breakdown of self-regulation appears to have 
occurred in the media field. As far as we have been able to ascertain, 
not a single medium turned down the printed copy or the radio com- 
mercials which have created an unprecedented storm of protest. 

Why not? 

Had the ad said, “Why spend money for movies when TV brings 
them to you free?” it is safe to assume that some newspapers and 
some radio stations would have refused to run them. Had they made 
“invidious” comparisons between one TV set and other TV sets and 
mentioned them by name, it is equally safe to assume that some ad- 
vertising censor or some continuity editor would have had his deli- 
cate sensibilities offended, and would have refused to okay the copy. 
Yet who can argue that these or similar offenses would do as much 
damage to human sensibilities and to respect for advertising as the 
copy which actually ran in newspapers and over the air? 

The protests have apparently succeeded in changing the tone of 
the campaign somewhat more quickly than might otherwise have 
been the case, and perhaps it might therefore be argued that the 
entire incident ought to be forgotten. There will undoubtedly also be 


those in advertising who feel that further discussion of this woeful 


lack of good taste should be soft pedaled, so as not to provide further 
ammunition for the critics of advertising. 

We disagree. 

We do not believe that this incident should be allowed to be for- 
gotten by the advertising business. On the contrary, we feel that it 
should be burned into the minds of everyone in the business so that 
nothing like it will ever happen again. 


Moses and the Outdoor Business 

New York Park Commissioner Robert Moses took his pen in hand 
and penned a bitter article on “billboards” in the Nov. 12 New York 
Times Magazine. To be brief, he objects to them. 

We agree with many of Mr. Moses’ objections to billboards and out- 
door advertising. Most people do—including the organized outdoor 
advertising industry, a fact which Mr. Moses might have mentioned, 
but didn’t. 

In this area, self-regulation has worked pretty well, and the re- 
sponsible outdoor organizations have done a good job of cleaning 
up most of the practices to which Mr. Moses takes exception. No 
doubt they can do more, but they ought not to be whipped for the 
things they aren’t doing. 


Advertising Age, November 27, 195% 


—Electrical Merchandising 


“You chimed, sir?” 


What They're Saying 


Five Jobs tor These Times 

Keep your customers sold—lIf a 
major product is scarce, feature a 
minor one, to keep your trademark 
out front—your customers buying 
from you. Or sell quality, service, 
reputation, to keep your product 
high in demand when the tide 
turns. 

Keep them informed—lIs there 
plenty? Say so. Is there scarcity? 
Tell why. Is shortage temporary? 
Have you a substitute that can do 
the job as well...or better? What 
should your customers say to their 
customers? Erase confusion ... sell 
both your product and your com- 
pany. 

Keep them operating—Tell how. 
to make your product last longer, 
serve better, hold out till you can 
make new deliveries...how a 
manufacturer can keep producing, 
a dealer can keep selling. Help 
solve your customers’ problems and 
you’ve solved a long-range sell- 
ing problem of your own. 

Protect your position—Maybe 
improve it. You have built a posi- 
tion of strength... perhaps lead- 
ership. Don’t let it slip. Use friend- 
ly, informative advertising to hold 
the preference of old customers... 
sell new men fast...keep your 
distribution lineup solid. 

Build for the future—Pre-sell 
now what you can deliver later. Or 
introduce new services. Or de- 
velop new products, while demand 
runs high. Remember that many 
emergency-inspired products be- 
came sales leaders—built new 
businesses. 


—From an advertisement of Associ- 
ated Business Publications. 


Need for Carrying On 

Even government officials are 
aware of the lessons of World War 
II. Nelson A. Miller, of the Office 
of Civilian Requirements of the 
new National Production Author- 
ity, gave business sound advice at 
the annual Boston Conference on 
Distribution. 

Miller pointed out how sales or- 
ganizations fell apart and market- 


ing research lagged during World 


War II, and how much delay and 
loss of business took place during 
the painful job of rebuilding sales 
organizations. At a time when 
there’s a shortage of critical ma- 
terials, and firms can’t sell to nor- 
mal accounts, there’s a temptation 
to cut back promotion. But Miller 
warned: 

“Do not scrap advertising pro- 
grams, sales organizations or mar- 
keting research activities...ex- 
cept as an extreme last resort. And 
even when the end of the road may 
be reached, stop and think again: 
Marketing research may lead the 
way’ to a solution of seemingly 
overwhelming problems... prob- 
lems which can be overcome 
through an intelligent analysis 
leading to new policies, new prod- 
ucts, new markets, new services, a 
new outlook. 


—Bulletin of Henry J. Kaufman & 
Associates Advertising Agency, Wash- 
ington, D. C. 


Nine Marketing Rules 

1. Don’t be afraid to try new 
ways of marketing, even though 
the best advice may be against it. 

2. Never enter a market you are 
not qualified to handle as econ- 
omically as your competitors. 

3. Do not sacrifice quality for the 
sake of reducing cost. 

4. Give the public good, but not 
ostentatious service. 

5. Protect your own markets by 
competing vigorously, not by seek- 
ing “gentlemen’s agreements” or 
by appealing to government. 

6. Keep a sharp watch on your 
competitor’s quality and price 
structure, remembering that you 
must react quickly to any change 
that puts you at a disadvantage. 

7. Decentralize your organiza- 
tion by giving your sales managers 
full authority over small sales 
areas. 

8. Settle controversies as soon 
as possible after they arise. 

9. Always play square with your 
customers, employes and com- 
petitors. 


--Samuel B. Eckert, executive vice- 
president, Sun Oil Co., writing in the 
October, 1950, issue of Dun’s Review. 


Rough Proofs | 


Speaking of merchandising, Ken 
Laird told the Chicago Tribune 
forum, “We are still using tireg 
old methods and tired old phrases.” 

Maybe we’re just tired. 


Dr. Angelo Patri has won fame 
as an authority on child behavior, 
but apparently no one took the 
trouble to put him wise to the re. 
actions of grown-ups. 


Dr. Patri’s pathetic picture of 
underprivileged children having to 
go through life without benefit of 
television made an even greater 
impression on parents than the 
good doctor had expected. 


Carl Byoir says A&P’s ads on the 
government’s anti-trust suit in- 
creased business $9,000,000 a week. 

They must have been even more 
effective than the Friday specials, 


The Fighting Illini, who were 
supposed to bow meekly to Ohio 
State, decided after all they might 
as well spend the Christmas holi- 
days and New Year’s in Pasadena. 


Arno Johnson thinks the United 
States economy might be able to 
produce $350 billion in 1955, even 
if no additional wind is blown into 
the inflation balloon. 


Commissioner Frieda B. Hen- 
nock says radio and television di- 
rect their “appeal to the lowest 
common denominator in taste and 
intelligence.” 

She must have been looking at 
lady wrestlers and roller skaters. 


A leading magazine staies mere- 
ly that its fiction is first-rate, and 
a newspaper refers calmly to its 
adequate coverage of its market. 

Like movie advertisers, promo- 
tion men have decided that “sen- 
sational” and “colossal” aren’t any 
more. 


Labor-saving ideas seem to be 
getting all the headlines today. 
Even Elgin is going to put a lot 
of advertising power back of its 
new offer of a self-winding watch. 


“Knowledge of poultry industry 
desired,” says an equipment com- 
pany looking for a sales promotion 
manager. 

He has to know about hens as 
well as pullets. 


Just about the time the color 
controversy is hottest in the tele- 
vision field, some of the stations 
are able to announce that they’re 
now able to dispense with red ink. 


Women who don’t like some ra- 
dio commercials, Ted Streibert 
says, should hear some of those 
which the stations don’t approve. 
Not every singing commercial can 
be “Happy Go Lucky.” 


Gladys the beautiful receptionist 
says she supposes even cigaret 
girls have their own favorites, as 
those at the Stork Club always 
seem to recommend Fatimas. 

Copy CuB. 
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“| The Philadelphia market is an unusual merging of city and suburbs 


a ...and more than 1/2 this market lives outside the city limits 


} any Philadelphia city and suburbs surrounding suburbs...a total 
of over 4,400,000 persons in 
the ABC city and retail trad- 


are intermixed—present a con- 


a lot fusing picture for you who are 


atch. ; ing area. 
planning to advertise and sell 5 


to all of America’s 3rd Market. 1950 Census reports suburban 
population up 22%—compared 


Let this! be your guide: THE to the city’s 6%. So, more than 
INQUIRER provides intense yer, it pays to schedule THE 


coverage of the city and the INQUIRER, in Philadelphia. 


{ The Philadelphia Mnguirer 


a Philadelphia Prefers The Inquirer 
yays 


Exclusive Advertising Representatives: ROBERT R. BECK, Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bldg., 


CuB. 
Detroit, Woodward 5-7260. West Coost Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigan 0578 
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KATE SMITH DOES IT... 


»..draws a nighttime rating 


at daytime cost 


This means a quick sellout of Kate Smith 


availabilities 


This means a far less cost per thousand women 
viewers than the average full page ad noted 


in leading women’s magazines 


This means a product demonstration to a record 
daytime audience inside the home for less than 


1/6¢ per viewer 


This means congratulations are due to American 
Home Products, Minute Maid, Durkee Famous 
Foods — and the sponsors who still can join 


them on... 


THE KATE SMITH SHOW wec TELEVISION 
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Progressive Broadcasting System 
Starts Nov. 27 with 150 Stations 


HoLt.tywoop, Nov. 22—The Pro- 
gressive Broadcasting System, 
which bows commercially on Nov. 
27, will spend almost $250,000 a 
month for programming, accord- 
ing to Larry Finley, president. He 
estimates the new network will 
have slightly more than 150 af- 
filiates at the outset. 

The net will provide 12 hours of 
programming daily, from 7 a.m. to 
7 p.m. Shows will be taped and 
sent by direct wire to affiliates at 
the same time in all time zones, 
through key outlets in Hollywood, 
Chicago and New York. 

Designed to give local stations 
“network prestige and respect,” 
Progressive Broadcasting seeks to 
avoid a chief local station gripe 
by not requesting any option time. 
An affiliation will not disturb any 
present popular and established 
local features, Mr. Finley says. 
Local sale of shows will be the 
basic objective. 


s PBS will, however, solicit na- 
tional and regional accounts. These 
will be offered to affiliates but 
there will be no preempting of 
time if an affiliate doesn’t want it. 
The net’s sales organization (one 
account executive to every 20 sta- 
tions) will act as a station’s na- 
tional representative only if de- 
sired. A 15% commission will be 
taken for business sold. 

Emphasis is laid upon block 
programming by the new network. 
There is. a full 60-second break 
between all programs. Every 15- 
minute segment will allow for 2% 
minutes of commercials. All half- 
hour or hour shows will be broken 
into 15-minute segments, permit- 
ting the station to sell a program 
to more than one sponsor. 

No free time will be required 
of the affiliate to pay for its af- 
filiation. Instead, an affiliation fee 
is charged. The station will retain 
all revenue from the sale of time, 
all the revenue from sale of sports 
and special events, all revenue 
from the sale of one-minute chain 
breaks, 50% of the talent fee re- 
ceived from the local sale of PBS 
nétwork commercial programs, 
and 75% of the established rate 
for participating announcements 
in network programs. 


@ The only qualification to the 
agreement is that a station can- 
not sell spot announcements on 
commercial shows until it first 
sells at least 14 hours a week of 
straight programs commercials. 
The talent rate is specified in con- 
tracts with individual stations. It 
is for 15 minutes. The station can 
increase or decrease this charge, 
but the station can retain only 
50% of the charge stated in the 
contract. 

The same procedure applies 
with participating spot announce- 
ments, where the station takes 
75% of the stipulated talent rate. 

Among the supports to be given 
affiliates is a daily closed-circuit 
conference to all stations on leased 
telephone circuits. Three days a 
week will be concerned with sales 
and operating problems. Two days 
a week top executives from in- 
dustry will be invited to discuss 
their current problems and how 
radio broadcasting fits into the 
requirements of local business. 


@ The suggestion is made to sta- 
tions that these latter conferences 
be taped locally so they can be | 
run later for meetings with local | 
business men. Most of the contract 
talent will make local lead-in 
tracks to personalize local sponsor 
messages. 

When a program is sold, the 
star will send an autographed 
photograph and message to the 


advertiser, who can use it for dis- 
play purposes. This will be sup- 
plied at cost, as will other promo- 
tional material. 

In addition to stations previ- 
ously signed, PBS has announced 


these new affiliates: WMEX, Bos- 
ton; WWOL, Buffalo; WJMO, 
Cleveland; WIL, St. Louis. 

Other executives of Progressive 
include Dr. Miller McClintock, ex- 
president of Mutual Broadcasting 
System, a director; Donald Withy- 
comb, former National Broadcast- 
ing Co. executive, executive vice- 
president; Edgar Twamley, pre- 
viously manager of WBEN, Buf- 
falo, vice-president in charge of 
the eastern division, New York; 
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Robert B. White, former’ Amer- 
ican Broadcasting Co. executive, 
vice-president of the central divi- 
sion, Chicago. 

Among stars signed for broad- 
casts are Harry Von Zell, Tom 
Hanlon, Frankie Laine, Stan Ken- 
ton, Mel Torme, Hope Emerson, 
Hugh Herbert, Marc Lawrence, 
Joan Leslie, Jeanne Cagney, etc. 
Movie stars will be featured on 
soap operas, scheduled for 9-10 
a.m. 


’ 


Herbert Moss Joins Pinover 
Herbert Moss, formerly wi 
Infants’ & Children’s Review, } 
joined the advertising sales staf 
of Pinover Publications, New Yo 
working on Juvenile Merchand 
ing and Wallpaper Magazine. 


Seamprufe Names Gardner 
Seamprufe Inc., New Yo 
manufacturer of a line of slips 
petticoats, pajamas and gowns, hay 
placed its advertising with Gard. 
ner Advertising Co., New York. 


Modern Controlled 


- Circulation 
Publications: 


A Report 


Of) 


Chilton’s 


CHILTON CO. (Inc.) 


Chestnut and 56th Streets. Philadelphia 39, Pa. * 


*This advertisement reports on 
Chilton C.C.A. Publications. 
The next one will stress. 
the Editorial Quality 
of All Chilton Publications 


CHILTON 


100 East 42nd Street, New York 17. N.Y. 
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Do’s and Don’‘ts in Advertising Cough and 
Colds Preparations Analyzed by NBBB 


Rejoitis Dorrance-Waddell 
Keith A. Culverhouse, formerly 
with Fernstrom Paper Mills, Po- 
mona, Cal., has rejoined the copy 
staff of Dorrance-Waddell, New 
York agency (formerly O’Brien 
& Dorrance). 


Home Juice Appoints Gordon 

Marvin Gordon & Associates, 
Chicago, has been appointed to di- 
rect the advertising of Home Juice 
Co., Chicago, maker of home-de- 
livered blended fruit juices. 


New York, Nov. 21—A guide 
giving the “Do’s and Don’ts” for 
advertising preparations for colds 
and coughs has been issued by the 
National Better Business Bureau. 
It is based on an analysis of nearly 
100 applicable Federal Trade Com- 
mission cases and was prepared 
with the advice of representatives 


of the American Medical Assn., 
the Food and Drug Administration, 
and the Proprietary Assn. 
According to the bureau’s find- 
ings, there are many products 
which are helpful in allaying the 
symptoms of colds and coughs but 
no known preparation may be 


truthfully advertised as having any 


effect on the cause or causes of 
a cold; or as a cure, remedy or ef- 
fective treatment for colds or 
coughs; as a preventive of colds or 
coughs; as preventing the compli- 
cations thereof; or as affecting the 
course or duration of a cold or 
cough. 


s Claims for different classes of 
preparations including analgesics, 
antacids, antihistamines, cough 
syrups, laxatives, nose drops, 


readership. 


working industry. 


HARDWARE AGE, 
field of hardware distribution. 


than any other business publication. 


business. 


COMMERCIAL CAR JOURNAL 


Here, advertisers reach the buying power of 
the truck and bus fleet operating field, for 
circulation is confined to fleet maintenance 
executives, superintendents of maintenance, 
service managers, shop foremen. 


THE IRON AGE serves the richest divi- 
sion of the industrial field—the metal 


the leader in the 


HARDWARE WORLD, providing blanket 
coverage of the retail and wholesale hard- 
ware trade in the eleven Western States. 


DEPARTMENT STORE ECONOMIST 
teaches more key department store people 


pes? eee 


We, at Chilton, Believe in 
Modern Controlled Circulation... 


DEPARTMENT STORE ECONOMIST 


The one successful approach to buyers, mer- 
chandise managers, and top executives in the 
volume-producing department stores, dry 
goods stores, general merchandise stores, and 
departmentalized specialty stores. 


THE SPECTATOR 


PROPERTY INSURANCE REVIEW 
Long recognized as the authority on fire and 


HARDWARE WORLD 


Covers the hardware market—both retail and 
wholesale in eleven Western states . . 
exporters and importers in foreign countries. 
Verified circulation that guarantees quality 


. plus 


casualty matters by professional insurance 
men. Verified circulation in each state is in 
direct proportion to the business produced in 
that state 


... reaches the key men who com- 


prise quality readership. 


THE JEWELERS’ 


authority of the jewelry trade. 


BOOT AND SHOE RECORDER, 
the authoritative publication of the shoe 


profession and optical industry. 


CIRCULAR. 
KEYSTONE, the recognized leader and 


AUTOMOTIVE INDUSTRIES, theauto- 
motive industrial news authority in auto- 
motive and aircraft manufacturing plants. 


MOTOR AGE covers all automotive 
service and maintenance problems. 


What do we mean by Modern Controlled Circulation? We mean verified cir- 
culation directed to lists precisely controlled by daily correction . . . circula- 
tion that reaches exactly the type of quality readers advertisers want to cover. 


F COURSE, we, at Chilton, also believe in Paid Circulation—when it is 
O accompanied by these features: High Renewal Percentages indicating 
a real desire and interest in a publication ... Short Term Subscriptions 
indicating continued uninterrupted reader-interest . 
through selection by rigid regulation of the best and more valuable 
subscribers. And we believe in Editorial Quality, Proved Readership, and 
Service for the Industries, Businesses, and Professions we reach, the kind of 
Services pioneered by Chilton. 


.. Quality Control 


Leaders In Their Respective Fields Are These Chilton Publications: 


THE OPTICAL JOURNAL AND 
REVIEW OF OPTOMETRY, the out- 
standing publication serving the optometric 


COMMERCIAL CAR JOURNAL 
provides the greatest coverage of any pub- 
lication serving the motor truck and bus 


fleet maintenance field, with the valuable 
plus of 4,000 paid trade subscriptions. 


publication. 
THE 


THE SPECTATOR LIFE INSURANCE 
IN ACTION, most quoted life insurance 


SPECTATOR PROPERTY 
INSURANCE REVIEW, the magazine 
of influence among fire and casualty com- 
panies and their agents. 


DISTRIBUTION AGE, the magazine 
that integrates all phases of distribution. 


Ww 


rubbing preparations and vitamins 
are discussed. 

“In general,” the bureau con- 
cludes, “all advertising claims 
should be limited to provable ef- 
fects of a given product on cold or 
cough symptoms and should be ex- 
plicit as to the kind of symptomatic 
relief afforded.” 


Economics Lab Names Osborn 


E. B. Osborn, vice-president and 
general manager of Economics 
Laboratories, St. Paul, manufac- 
turer of Soilax, Fun and Tumble 
Suds and Electrasol home cleaning 
products, has been elected presi- 
dent. He succeeds M. J. Osborn, 
president and founder, who is 
board chairman. 


Sets Packaging Exposition 


American Management Assn. 
will sponsor its 20th National 
Packaging Exposition April 17-20 
at the Auditorium in Atlantic City. 
The AMA packaging conference 
will be held in conjunction with 
the show. The week of April 16 has 
es designated as “Packaging 

eek.’ 
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California Exchange Hopeful Despite 
Florida’s Corner on Concentrates 


Los ANGELES, Nov. 21—Although 
Florida growers have garnered 
most of the tremendous new 
orange concentrate business, Cali- 
fornia Fruit Growers Exchange, in 
its annual report for its fiscal year 
ending Oct. 31, finds much to be 
pleased about. 

For one thing, the production of 
lemonade mixes, both frozen and 


non-frozen, has provided opportu- | 
nity to market a_ considerable 


quantity of lemons at good net 
returns for the fruit used. And, 
practically all of the lemons pro- 
duced commercially in the U. S. 
come from California and Arizona. 

For another, gross sales of proc- 
essed fruits increased for the 20th 
year in succession. They went up 
from $16,500,000 for the 1948-49 
year to $22,500,000 for the 1949-50 
year. Also, more than 1,600,000 
boxes of fruit went overseas, up 
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Advertising Manager who put 
1,000,000* MEN who read and own 
The Elks Magazine on his 
schedule...and helped his Sales 
Manager hit a new sales record. 


*Dec. 1949 ABC statement— 
928,010 circulation —a substantial 
bonus over guaranteed 850,000 

on which current rates are based. 


YOU'LL SELL IT... 
iF YOU TELL IT IN 


$O...You Put It On WSYR-TV 
and it shares FREE in WSYR-TV’s 


Unrivaled Promotion Program: 


» 11,817 lines of newspaper advertising 
per month—on TV shows alone 


2+ Full schedule of courtesy annoucements 
a» Frequent publicity stunts and contests 
— Listings in 10 area newspapers 

Listings of complete week’s schedule 


in both Syracuse papers 


Close association with local dealers 


in TV receiver sales 


° 


Institution in Central New York 


60% from the previous year. 

For another thing, the sale of 
extractors for fresh fruit showed 
strong gains last year. More than 
2,800 Sunkist “senior” extractors, 
the largest volume since the war, 
were sold for use in fountains, 
restaurants and hospitals. In ad- 
dition, 30,000 electric home model 
Juicits were sold throughout the 
U. S. and 42,000 glass reamers 
were distributed through depart- 
ment stores, plus thousands of 
other reaming devices and 900 new 
lemon sectionizers. 

The annual report points out 
that the California-Arizona citrus 
industry suffered a damaging 
freeze the second year in a row, 
but indications are that the 1950- 
51 year probably will bring no 
such disaster. 


ws Frozen orange concentrate, un- 
known before 1947, has made rapid 
advances in both California and 
Florida but, according to Paul S. 
Armstrong, general manager of 
the exchange, who prepared the 
report, Florida produced 22,000,- 
000 of the nearly 25,000,000 gallons 
turned out in 1950. He gave these 
figures to show the changed orange 
crop pattern in the past year: 


1949 1950 
Fresh Fruit 62% 54% 
Canned Orange Juice 26% 23% 
Frozen Concentrate 11% 22% 


Other Concentrate 1% 1% 

Few people in this business, Mr. 
Armstrong said, realize that citrus 
production for all varieties com- 
bined and for the country as a 
whole has doubled each ten years 
for the past four decades. 

The following figures show the 
change in the level of production 
over the past 20 years: Citrus, up 
143%; grapes, up 29%; pears, up 
24%; peaches, up 7%; apples, down 
31%; plums and prunes, down 25%; 
cantaloupes and other muskmelons, 
down 12%, and import bananas, 
down 2%. 


ws The report shows that exchange 
marketing costs were 11.7¢ per 
box. The assessment for advertis- 
ing was 7¢ per packed box on 
oranges; 14¢ on lemons; 1¢ on 
desert grapefruit, and 3¢ on sum- 
mer grapefruit. 

Especially valuable during the 
year, said Mr. Armstrong, were 
special short newspaper campaigns 
coordinated with the exchange’s 
merchandising and sales forces, 
as well as those of the trade. 

Advertising during the year in- 
cluded color pages in magazines 
and Sunday newspapers. Car cards 
also were used, and television for 
valencia oranges. In addition, cam- 
paigns for lemons and oranges 
were launched in Canada. Over- 
seas advertising consisted of news- 
paper ads promoting both navel 
and valencia oranges in Belgium, 
Switzerland and the Netherlands. 
Trans-Pacific promotion included 
both consumer and retail merchan- 
dising in Hong Kong and some 
trade advertising in the Philip- 
pines. 

The outlook for the 1950-51 sea- 
son just starting is good, Mr. Arm- 
strong said. “While some of the 
citrus crops will not be as large 
as those of the past year, quality 
of California-Arizona fruit will 
be exceptionally good.” 


Starts Tourist Campaign 


The German Tourist Informa- 
tion Office, through Stephen Goerl 
Associates, New York, has launched 
its first postwar advertising and 
promotion campaign to attract 
more American travelers to the 
Federal Republic of Germany. 
Full-page ads are being carried in 
travel trade publications, followed 
by ads in newspapers and maga- 
zines. Direct mail, counter and 
window displays, and posters also 
will be used. 


Appoints Honig-Cooper 


Honig-Cooper Co., San Francis- 
co, has been retained to handle 
the advertising of Marlo Packing 


NBC Affiliate + Headley-Reed, National Representatives 


Corp., San Francisco, 


Cosmopolitan’s New England manager, Lt. Col. Richard E. Me- 
Laughlin, has been recalled for duty with the Air Force. Since the 
war he has been on the general staff of the 67th fighter wing of the 
Air National Guard in Boston... 

B‘ll Macdonald, farm director of KFAB and manager of the sta- 
tion’s Lincoln, Neb., office, received the Nebraska County Agents 
Assn.’s first annual award for “meritorious public service in the 
field of education” at the association’s annual dinner early this 
month. Mr. Macdonald is now in his 25th year of broadcasting and 
has been KFAB farm director for the past nine years... 

Francis S. Murphy, publisher of the Hartford Times, has received 
a scroll from the Connecticut State Development Commission “in 
appreciation of faithful service...” Mr. Murphy is a former chair- 
man of the commission and, until his resignation in September, 
had been a member since its creation in ’39. .. 

Larry McIntosh has a new job as assistant director of the Univer- 
sity of Washington Alumni Assn., in Seattle, and ad manager of its 
quarterly, “The Washington Alumnus.” Previously he was on the 
staff of Taskett Advertising Agency...Anne Hayes, director of 
women’s activities at KCMO, Kansas City, Mo., is the new regional 
director of the K. C. chapter of the Fashion Group... 


HAPPY BIRTHDAY—Office staffers Anne Beckwith, Dorothy Bradford and Eleanore 

O'Donnell of Gray & Rogers, Philadelphia agency, provide the animation and the 

song as Edmund H. Rogers, partner and head of the radio-TY department, tunes 
in. It was Mr. Rogers’ birthday and the agency’s 20th anniversary. 


“How it feels to be an ‘out-of-town’ art director” is told in a 
recent issue of “Art Director & Studio News” by Frank Hoctor, who 
left the New York scene to become art director for Horton-Noyes 
Co., Providence, despite the warnings of his big-city friends about 
going to seed and being “done for.” His report doubtless has con- 
vinced the squirrel-cage crowd that he’s having the time of his 
life. .. 

Newly elected to the board of the American Trade Assn. Execu- 
tives is Robert E. Harper, managing director of National Business 
Publications, Washington ...Ted White, Seattle manager of Beau- 
mont & Hohman, has been made chairman of the public informa- 
tion committee of the Seattle-King County Red Cross for the ’51 
fund campaign. His assistants are Peter Lyman, of Frederick Baker 
& Associates, and Kermit Allen, of Strang & Prosser... 

Mr. and Mrs. Alfred E. Siegel (he’s general merchandising man- 
ager for Royal Metal Mfg. Co., Chicago) are parents of a new baby 
named Ellen...The Illinois pheasant season began and ended 
quickly for John Harper, salesman for the Mutual Broadcasting 
System central division. He got his two-bird limit on opening day... 

Plans for the Chicago Federated Advertising Club’s annual 
Christmas party for the benefit of the Off-the-Street Club, set for 
Dec. 14 at the Hotel Stevens, are getting under way, with Bill Mc- 
Guineas of WGN Inc. as general chairman. Last year the party 
donated around $9,000 to the welfare of Chicago’s west side kids. . . 

Four Detroit ad and newspaper executives addressed a conference 
of public information officers of the Tenth Air Force at the Self- 
ridge Air Force base to stress the importance of good community 
relations programs. The speakers were Ross Roy, president of Ross 
Roy Inc.; Fred Collins, chief of the Time and Life Detroit bureau; 
James Trainor of the Detroit Times; and Henry G. Little, execu- 
tive v. p. of Campbell-Ewald Co... 

Leonard Dreyfuss, head of United Advertising Corp., Newark, 
N. J., received the Medaille de la Reconaissance Francaise from the 
acting French Counsel General in New York for his efforts in 
connection with the American Friendship Train and its counterpart, 
the French Gratitude Train... 

Harold S. Falk, president of the Falk Corp., Milwaukee, received 
a 50-year service pin a couple of weeks ago at the company’s an- 
nual dinner. Also, he was given a leather-bound book containing 
signatures of the nearly 2,000 employes...S. E. Abrams, v.p. and 
general manager of Jos. Schlitz Brewing Co., was at work as usual 
on his 77th birthday. This is his 60th year with the company... 

Harold A. Stretch, president and publisher of the Camden Couri- 
er-Post, is recuperating from a slight heart attack he suffered Nov. 
7, while playing golf... Evelyn del Barrio, who resigned last month 
as ad director of Neiman-Marcus, Dallas, was married in California 
Oct. 28 to Joseph O. Lambert Jr., Dallas landscape architect. .. 

A week’s hunting trip in Colorado paid off with three deer and 
a 6-point bull elk for D. “Bob” Robertson, v.p. of United Bench Ad- 
vertisers, Los Angeles.. . 

Joseph J. Hartigan, v. p. and media director of Campbell-Ewald 
Co., Detroit, celebrated his 25th anniversary with the agency on 
Nov. 16. He’s had 34 years of agency service, altogether, having 
started his career with Critchfield in Chicago, and he’s been credited 
with purchasing more advertising space than any other media man 
in an equal period of time... 
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272,000 is a Lot of Can Openers 


In the last ten years 272,000 new family dwelling units have 
been established in the Chicago metropolitan area. Since 1940 
The Sun-Times has gained 193,000 metropolitan area circu- 
lation. Meanwhile, the Herald-American had a lesser gain of 
88,000, the Chicago Daily News a gain of only 46,000, while 
the Tribune had a loss of 113,000 metropolitan area 
circulation. 

There are 272,000 new can openers at work in Chicago. 
There’s new, big food consumption in this rich market, 
with bigger buying power at all consumer levels. The 
only paper that has grown proportionately with this mar- 
ket is The Chicago Sun-Times. Average net paid daily 


circulation in excess of 600,000. 
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__ specifically asa service magazine 
" for young wives, it is our editorial — 
job fo report every signal advance 
~ in thinking and every: useful new 


product that makes child-reari some important facts about — 


| happy and rewarding 
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TODAY'S WOMAN, which v 
believe are of 5 


CURRENT INFANTS AND CHILDREN’S PRODUCTS ADVERTISING IN TODAY’S WOMAN | 
In 1949 and apain for the first 9 ationths of 1956 TODAY'S WOMAN ted all service magazines in linage gains. In 
infants’ and children’s products, linage in the first 9.months of 1950 shows a gain/of 10,407 limes (74.7%) over the 
same period in1949; Below.ore listed some of the accounts in: this‘ category, currently carried by TODAY'S WOMAN. 


Afsricin Home Prodact: Conp, 
*(Clapp’s Baby. Foods) 

Apeo Mig. Ca, 

(Apco- Knit Chileven’s Wear) 

Archer Rabber Company 

Babee Tenda Corp. 

Banany Bere; Jac 
"Capitol Records, Inc. 

William Cabter Cotepany 
*Coltier Keyworth Company 
*Criborait Mig: Company 

Dennteon Mig, Company® -- 

(Deentison Diaper Liners) 

E-Z Mills, Inc: 

*Hugo Freond & Sons, Inc, 

Gerber, Products Company 
"8, F, Goddrich Company 

; (Kordseat Baty Pants) 
*P. H. Hawes Kaittigg Company 


Heywood WakeGidhl Company 


*(hiidren Soducts advertisers new in TODA 


*Holgate Bros. Company 
Hygeia Nareing Bottle Company 
lntePmational Latex Corporation 
{(Piaytex Baby Pants) 
johnson _& Johnson 
(Chitte- Diaper Liners} € 
(Chix (Disposal Diapers) 
(Johnsen & folnson Baby 
Lation) 


Jones Meta) Products: Company 


tOryield Dieper Covers) 
‘The Kendell Genwany 
(Catity: Diapers} 
*Kate Kiddir Costs, Fnac, 
Thine Bapress (oats hc, 
The Mennen Gonipnoy 
Chtby Magic} = <= 
(Bahy On) 
Baby Powder} 
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7S WOMAN ia: 1980 


Moulded Products, fic; 
(Train RiteMursery Seat) 
Nanvette Mig. Ce. Inc. 
Nestle LaMar 
(Baby Hair Treatment) 
"A: E; Peterson Mfg. Co. 
(Fokderola) 
*Phoetix Kiddie Coat Conipany 
(Playliney 
Picmerr Rebtier Company 
{Eskienites) 
“De. A, Poster Phew dee. 
Pyramadd: Rsfeber Cormepairy. 
(Evento Nursing Bortles 
® Ninptes) 
Tie 
~ Palston Parine Company 
(Instant Raieton Cereal) 
Rew-Dery Company. 
(Rantwet Crib Masivessoe) 


Wea, Schwarts: & Company; Tac, 
*The Shawe-Gerwin Company 
(Gerwinertes } 
Shawmut Woolen Mills 
*(MeKem & Vanta) 
“Wy Sithert Company 
*Simon® Mogileer 
BR Squitih-& Sane 
(Sguthh God Laver Oil) 
Siecling Drag Company - 
Picher's. Castocia) 
*Sudlt & Comnetiy 
(Swift's Meats For Babies) 
*Teadiers’ Novelties, inc. 

The Wileren Peatherbone Co, 
‘Albert Hi, Wetabreines Company 
éevite Wood Bona & Company 

6 Star. Diapers) 
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| oung market. And at 
retail level TODAY'S S WOMAN 
“On the-Spot” Merchandising — 
_ Representatives:in:32 cities — personally, 
- contacting key personnel in 144 t 
— department stores from coast to ‘co 


And in addition, TODAY'S WOMAN’s 
Advance Merchandising Kit, with 


reproductions of advertising. appearing 
~ TODAY'S WOMAN, goes 
each month to 1, j00.- store hes 
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THE EEITOR'’S VIEWPOINT — 


Have you ever tried “ putting achild 
in his place”? it is quite a trickand we 
do not attempt it on TODAY'S WOMAN. 


For. among TODAY'S WOMAN'S young families 


there ate more than 1,000,000 children. 


A new baby may mean 4 larger apartment 
ora new house. He (or she) re-schedules 
your sleeping, your eating, your house 
cleaning, your shopping. Infants’ weat has 
new fashion interest. Above ev erything, 

a new arrival changes the whak 
emotional climate of. the farnily. 

And ‘since the audience for 

TODAY'S WOMAN is predominantly 


one of young mothers with infants arid 
children urider seven, we do not-confine 


_ “child care” to one section. 
Our home furnishings pages consider the 


inroads miade by normally active young 
children, Our food editor talks about family 
meals. Our fashion editor devotes special 
stories te tmaternity, infents’ and children’s 
wear. Our houses-to-build are geared to 

the needs of the growing family. A 


well-known pediatrician answers specific 


problems in a monthly feature:’The 
pleasures and problems of having small 
children pervade every department 

of the magazine, ee 


Editor, TODAY'S WOMAN 


* 


A Fawcett Publication 


MA 


67 West 44th Street, New York 18, N. Y. 
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Three Denver Ski Centers 
Start Joint Promotion 

Three skiing centers in the Den- 
ver area, at Berthoud Pass, Ara- 
pahoe Basin and Winter Park, in| 
a joint winter sports promotion 
drive combined with the current 
national ad program of the Denver 
Convention and Visitors’ Bureau, 
have issued 30,000 promotional 
pamphlets describing accommoda- 
tions available at their respective 
ski centers. 

The winter schedule of the Den- 
ver bureau, covering a total of 21 


ads, includes full pages in January 
and June issues of American Ski 
Annual; a full page in Nov. 15 | 


American Ski Annual Year Book; 


a quarter-page in November Holi- 
day; ten one-column 5” ads every 
two weeks from Nov. 1 to Feb. 15 
in Rocky Mountain Skiing, and a 


| one-sixth page ad in November 
| Ski Magazine, followed by six in- 


sertions monthly. 


Names Chambers & Wiswell 

Curtis Brothers Co., Rochester, 
N. Y., packer of Blue Label foods, 
has appointed Chambers & Wis- 
well, ston, to handle its adver- 
tising. Plans call for a concentrated 
promotion of Blue Label ketchup 
=e Blue Label tomato juice cock- 
tail. 
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Published bi-monthly at 20 West Putnam Ave., Greenwich, Conn. 


Federal Reserve Figures on Department Store Sales 
WASHINGTON, Nov. 20—Depart-| Seaboard and West Coast cities, 


ment store sales again are heading 
upward after two months in the 


doldrums. 

During the week ended Nov. 11, 
sales were 8% higher than they 
were in the same week last year. 
Total volume was almost equal to 


the record sales in the correspond- | 


ing week of 1948. 

Though it is still too early to call 
the rise in dollar volume a trend, 
the increase suggests that holiday 
buying this year may be excellent. 
Sales in past years have paralleled 
each other closely from the first 
week in November until Christ- 


mas. 
With the exception of Eastern 


department stores in almost all 
areas of the U. S. reported im- 
portant increases in dollar volume 
during the week ended Nov. 11. 

In evaluating the increases, two 
factors should be considered. 

1. Weather conditions were fa- 
vorable for shopping. 

2. Election day and Armistice 
Day special sales, and promotional 
pressure behind such sales, may 
have had an important influence 
in boosting volume. 

Greatest gains were reported by 
the Chicago district (up 17%); the 
Atlanta district (up 14%), and the 
Cleveland and St. Louis areas 
(both up 12%). 


beacon isa guiding light 


but Beacon 


newspaper 


is a 


Because a beacon is a guiding light, many newspapers 
have chosen the word as their name or part of their 
name. And as a name—a proper name, it always rates 


a capital “B.” 


By the same logic, Coca-Cola and its popular abbre- 
viation Coke rate capital initials, for both are proper 
nouns—the registered trade-marks which distinguish 


our product. 


We point this out because it is a matter which is occa- 
sionally overlooked. And besides, good practice requires 
the owner of a trade-mark to protect it diligently. The 


THE COCA-COLA COMPANY 


upper-case initials are as important to us as capitalizing 
the name of your newspaper—and as proper. 


Ask for it either way 
... both trade-marks 
mean the same thing. 


TRADE-mMaRK ® | 


* ‘Coke 


TRADE Magn ® 


Rise 


RE 


+3 


Week to Nov. 11, ’50* p343 & 
Week to Nov. 12, ’49*..318 & 
Week to Nov. 4, ’50*....315 
Week to Nov. 5, ’49*....315 
Month of Sept., ’50*..p331 
Month of Sept., ’49*....300 


pPreliminary. 
*Not adjusted seasonally. 


SRR 


The Boston district was the onlg 
Federal Reserve area to record @ 
loss (sales were off 10%, as comm 
pared with last year). Howevem 
the New York, Philadelphia ang 
Richmond districts reported averm 
age gains of only 2%. 

Largest gain among the citi 
was a 25% rise in Toledo. Largeag 
loss was the 13% decline in Bogs 
ton. a 


% Change from ‘i i 
Week Ended % 


Federal Reserve Oct. Nov. New 
District and City 28 4 u 
UNITED STATES ........... 5 0 & 


Beston District . 60 — —§ 
New Haven ... 0 1 5 
Boston ......... 9 —t§ —# 
Springfield . ll —6 6 
Providence ..............000 177-3 = 

New York District ........ 4 —8 
Newark ....... 7 —7 ; 
Buffalo 3 5 8 
New York 4 r—10 1 
Rochester —6 —5 6 
Syracuse ....... . 4 —10 5 

Philadelphia District .... 9 —# t 
Philadelphia ................ 7-1ll =< 

Cleveland District ll 4 id 
Akron ........... 10 7 “ 
Cincinnati 3 5 iy 
Cleveland 10 2 MN 
Columbus 17 0 1 
III sctcniscanepiinesstiliiviants 17 7 
| | SSA 17 6 ea 
Pittsburgh .......... 17 2 5 

Richmond District 1 —10 2 
Washington .... —2 —13 =< 
Baltimore ....... « 4 —7 6 

Atlanta District ........... —3 —1 u 

irmi 17 10 @ 
IID \akenaicinahcciibnstoscadinte -13 —2 @e 
SEED. cadittidiinesdciaienctonts 4 9 
New Orleans . —11 —9 3g 
Nashville .... —4 -s & 

Chicago Distri 9 re 
Chicago ............ 7 —2 16 
Indianapolis ... 6 12 pt 
| eee ee 16 6 
Milwaukee .................... i) 3.Cé«d 

St. Louis District — —6 2 
Little Rock —6 6 
Louisville ... —1 —3 8 
St. Louis ... —8 —11 8 
Memphis ...... ’ 2 —6 1s 

Minneapolis District ... —1 9 9 
Minneapolis ................... 3 1¢4 8 
eh, MIE -quitstiveastncesessbenscess 6 0 g 
Duluth-Superior . 6 11 Ww 

Kansas City District r2 ri 1 
) Soa 0 5 3 
Wichita ....... —5 7 = 
Kansas City .......0...00 —3 -5 & 
7? eo aa —1 —2 Uy 
Oklahoma City .. 6 —4 5 

cueciebnents —2 —1 10 

Dallas District Seal r6 ul 
/ eee 4 r6 14 
Fort Worth —7 2 10 
SEE, Savina sesamin. 2 10 1 
San Antonio ............... —7 4 

San Francisco District .. 8 riz 1 
Los Angeles Area ...... 8 13 = 
Oakland 12 15 0 
San Francisco 10 1 
Portland ’ 8 § 
Salt Lake City 4 6 
Seattle is & 


rRevised. 


SRDS Gives New Titles 
to Its Eight Publications 


Standard Rate & Data Servic 
Chicago, will issue its eight pubs 
lications under new covers, each 
with a new title, beginning Jam 
uary, 1951. Formerly called “Sec 
tions of SRDS,” the new name 
will be: “Business Publicatiog 
Advertising Rates & Data”; “Cons 
sumer Magazine Advertising 
Rates & Data”; “Newspaper Ad 
vertising Rates & Data”; “Radi@ 
Advertisirig Rates & Data”; “Tela 
evision Advertising Rates @ 
Data”; “Transportation Adver 
tising Rates & Data”; “ABG 
Weekly Advertising Rates & 
Data,” and “Consumer Markets 
The colors of the new covers will 
basically remain the same, buf 
will be reduced in intensity. 

SRDS also announced that ef 
fective January it will publisi 
transportation advertising listings 
as a separate edition. Formerly 
was a part of the “SRDS Cons 
sumer Magazine—Farm Publicas 
tion Section.” 


Hotel Appoints Hofmann 

Hotel Saint Moritz, New York 
has named Kurt Hofmann Asso 
ciates, New York, to direct its pub- 
licity and public relations, 
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Decline of Small Brewers, and Per 
Capita Consumption, Shown by Study 


New York, Nov. 21—While beer | and following modern merchandis- 
is America’s favorite beverage, per| ing and distribution methods. 
capita consumption is less today “Immediately after relegaliza- 
than it was before the prohibition | tion there was a brief flurry in 
era, and the number of breweries | packaged sales due to the shortage 
is steadily declining, according to| of barrels. When the barrel manu- 
the latest Brewery Industry Sur-| facturers caught up with orders, 
yey just issued to subscribers by the industry was again 75% 
the Research Co. of America. | draught, 25% packaged. 

Confirming ApverTistInc Ace’s| “For the fiscal year ending June) 
recent survey on the decline in the | 30, 1950, sales of bottled and 
number of small breweries (AA,| canned beer accounted for 70.7% 
Oct. 2), the current industry study of total beer sales, a nearly com- 
shows that in 1900 there were 1,-| plete reversal of the prior ratio.” 
816 breweries against 392 today. 

In 1940, the number of breweries w Percentage findings for 1949 on 


was 598. | distribution of packaged beer by 
Production figures, however, | type of outlet is given as follows: 

show a marked gain. In 1900, the | Independent Grocery occ 23.8% 
1,816 breweries produced about GR MINI aiiciceessccnecsssisesnestentostocsecs 10.5 
40,000,000 barrels, or an average a eer mag 7 
of 21,605 each. Now the 392 brew-| Package Store 23.0 
eries ir. Operation produce almost secreted or sdendanantadidcbiakitences 12.0 

$9,000,000 barrels, or an average | “"it i, essen, 

per plant of 226,384 barrels. Py y ”~ 
| Miscellaneous 3.6 
Total 100.0% 


gs Last year, Research Co. of 
America finds, 25 companies ac-| For the calendar year 1949, beer 
counted for more than half of the sales by types of package were 
nation’s total beer output, “and at as follows: 18.9% was packaged 
the rate these aggressive and pro- ‘in cans; 2.6% in one-way bottles; 
gressive organizations are going,” | 2nd 78. 5% in returnable bottles. 
the report says, “it would not be| Rankings of the leading brew- 
surprising if, by 1960, 15 brewers| ers in 1949 show Schlitz in first 
were monopolizing 80% of the| Place, Anheuser-Busch in second, 
total market.” Ballantine a very close third, and 
On the decline of the small Pabst in fourth place. 
brewery, the survey analyzes 13 f 
typically small brewers that were Schenley Maps Holiday Drive ‘i | d ”) 
operating in Wisconsin during) Schenley Distributors Inc., New d rea f Ga er Service, 
1945. Seven of these companies are | York, will use full-color spreads 
now out of business. The sales|in six magazines featuring five 
yolume of the others is shrinking. ror ge screen stars bong i Ni R . F . ° 
F oliday season wi rinks 
fis 195, hese 19 companies sld| ete trom Bahan Henrve Tas says Mrs. Regina Frisbie, 
000 barrels. The sales of the six o wil be casted in black 
q ane Ss and white in 330 newspapers 
companies still struggling to sur-| starting the end of this month and ‘ ‘. ” 
Re EE ee Director of Home Economics Services 
fourth of the volume sold by the| December. One thousand outdoor ) 
13 companies during 1945. posters, plus car cards, will sup- 
How the consumer spent his plement the campaign. The agency 
dollar for a group of selected bev- |'8 Biow Co., New York. 


erages during 1949, according to Kel| 29 C D y b t th 

the survey, was as follows: For Sterling Drug Ups Nitchie 0 om an } d OU e 

beer, 2.48%, or $4,435,000,000; for| Hubbard D. Nitchie Jr., with 

distilled spirits, 2.04%, or $3,650,- aay J acai Pe ° ° 

000,000; for coffee, 0.76%, or $1, the Charles H. Phillips Co. divi- food ave In The New York Times 

353,000,000 (including the instant sion of Sterling Drug in New York. 

@ product) ; for soft drinks, 0.69%, or | Ernest V. Corbishley has been 
$1,234,000,000; for wine, 0.26%, or| promoted to Mr. Nitchie’s former 
$465,000,000. Total consumer ex-| post as sales supervisor of the east- 
penditure in °49 for these five | ern division, and will make his of- 


beverages totals $11,138,000,000. | fice in Syracuse. Says Mrs. Frisbie: “Homemakers today rely on their daily 

Tiechabiy the mest importent Houston to Kaiser-Fraser vee newspapers for up-to-date, authoritative food information, 
j j i enry . . ° ° . . ° 

Fe eee ene ore tre | appointed assistant advertising tested recipes, and intriguing but sensible menu suggestions. 

on ee “h P b bo : wth | manager of Kaiser-Frazer Corp., : ; 

peport says, “has been the growth | netroit. In The New York Times daily food page, they get a full and 

In use of packaged beer. It has e . : 

changed the industry from small Appoints Gray & Rogers interesting variety. Food Editor Jane Nickerson’s skill in mak- 

local l th inefficient | ““R. 

cai _Monopohies with inetticient| ‘Spring Garden Institute of Phil- ; ' 2 2 

eeibution eyetemns to national, adelphia has named Gray & Rogers, ing enjoyable reading of sound food copy provides the readers 
rily national, and large regional | philadelphia, to handle its adver- ‘ P P P 

Sewers, with better reputations,|tising. of The New York Times with authentic, timely food facts! A 


? 


real reader service! 


New York homemakers by the thousands rely on one news- 
paper—The New York Times—for the “authentic, timely food 
facts” they need these days in setting a nourishing table. They 
study and shop its weekday food page with the attention that 
a food advertiser loves. And provide him, indeed, with a big 
sales-nourishing audience in the world’s biggest and richest 
food market, where The New York Times has been the adver- 


Specialists in spomme oo , tising leader since today’s homemakers were little girls. 
_ publicity...or long-range 


campaigns for brand-name 


NewYork Boston Chicago Detroit Los Angeles San Francisco 


sieges wih ig 2 The New w Bork Times a9 
WM. R. |, HARSHE ASSOCIATES INC. — ee 


Ks DEARBORN STREET, CHICAGO + FRANKLIN 2-5100 » CHICAGO + NEW YORK SORNSON STUDIES 
a M. B. ROTMAN, PRES. 
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LEE 


Don LEE consistently carries more re- 
gionally sponsored programs than any 
other Pacific Coast network. 

That’s how we know that sponsors, 
coast-to-coast, buy DON LEE for the best, 
most economical coverage of the entire 
Pacific Coast. 

ASK US OR YOUR JOHN BLAIR MAN FOR THE FACTS 


BROADCASTING SYSTEM 


1313 North Vine Street 
Hollywood, California 
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Employe Communications | 


How to Win Friends Among Your Workers 


By Resert NEwcoms and Marc SAMMONS 


Cry of the Banshee 

e IN THE DIRECT but disturbing 
remarks of Richard C. Smyth, head 
of industrial relations of Schick 
Inc., at the American Management 
Association’s personnel conference 
in New York last month, was this 
ominous warning: “Remember the 
forgotten men of management. As 
wage increases are negotiated and 
placed in effect, consider the ad- 
visability of increasing all salaries. 
Some short-sighted managements, 
by failing to keep the salaries of 
their non-union employes in line, 
are inviting employe unrest, high 
labor turnover, and are setting 
themselves up as targets for what 
will probably be the next big un- 
ion organizing drive—the white 
collar worker.” The italics are 


ONLY THE SOUTH DAKOTA DAILIES 
GET THE... 


EYES” AND “‘AYES’’ OF 9 ouT OF 10 
FAMILIES (BOTH RURAL AND URBAN) 
IN RICH, RESPONSIVE SOUTH DAKOTA! 


It’s the local “Ayes” that give South Dakotans the record of spending over 80% more 
than the national average. It’s the local “Eyes” fixed on the local daily papers that pick 
out the advertised products that their owners want and are going to spend over $300, 
000,000 for this year. The local buyers, both rural and urban, of South Dakota are 
served by powerful, locally managed and locally edited dailies that get the respect and 
readership of 9 out of 10 of these good customers. No other advertising medium can 
reach this “home town paper”’ audience. 


So, it’s easy to see why there is only one way to get these “Eyes” and “Ayes”. To 
sell profitably, you have to put your product selling story in the local South Dakota 
Dailies that are a daily habit with these folks. 


Take a good look at this huge sales potential . . . If you want your share of it, get 
your story to more South Dakotans who have much more to spend . ... Advertise in the 
South Dakota Dailies. 


For complete information on this rich, responsive market write: South Dakota 
Dailies, Box 1278, Huron, South Dakota. 


| people who find it difficult to rec- 


The South Dakota Dailies Comprise Six Locally Managed 
and Locally Edited Newspapers Serving the Six Primary 
Markets of South Dakota . .. both Rural and Urban. 


ours, but anyone may share them 

The thought of a full-scale ung 
ionization effort in the directiog 
of white collar workers will be, tg 
many, incredible. The boys in the 
lounge cars will tell you that # 


| can’t happen here, and the ladieg? 


discussion groups will laugh yoy 
right out into the formal garden) 


| Anyone who has followed the 
| sometimes fruitful experimentg 


made by the unions in the field 
of the supervisor, however, wilf 
concede the possibility of such g 
campaign and would not bet tog 
heavily on its final failure. Such 
a drive would meet with tremens 
dous opposition, and would take 
years; the unions are fully aware 
of the height of both hurdles. 3 


e@ From Mr. Smyth again is a pers 
tinent comment: “One other item 
to consider is the relationship be- 
tween the take home pay of fore. 
men and supervisors and the em- 
ployes under them. As working 
schedules lengthen on a more or 
less permanent basis, many shop 
employes, with overtime pay, are 
taking home more money than 
their foremen. Failure to correct 
this discrepancy in the last war 
was one of the most significant 
single reasons for the rapid rise of 
foremen’s unions. Will we make 
the same mistake again?” We 
might. 

The breakdowns in the lines of 
industrial communication do not 
occur only between the policy- 
making levels of management and 
the people in the shop. They often 
occur between upper management 
and the toilers in the offices, whose 
devotion to the principles of free 
enterprise are sometimes recklessly 
taken for granted. It is often these 


oncile a poor-month policy for 
twelve consecutive months with a 
report of staggering profits at the 
year’s end. These are the restless, 
the uneasy people. 

Communications with employes 
can solve, or help to solve, some 
problems in management’s rela- 
tions with its workers. It cannot 
solve all, and it shouldn’t try. The 
device of communication is prin- 
cipally a reflection of what man- 
agement thinks, and of what it 
wishes to say. What it wishes to 
say, the employe is not always dis- 
posed to believe. 

It is barely possible that the 
unions are aware of this. 


2 Groups Plan Joint Drives 


The Manufacturers and Whole- 
salers Assn. of San Francisco and 
the California Apparel Creators of 
Los Angeles have agreed on a plan 
for joint promotion programs fol- 
lowing a meeting of representa- 
tives in San Francisco. No new 
name has been proposed. Plans, 
however, call for the San Francis- 
co and Los Angeles manufacturers 
to show collectively in market 
weeks held in both cities several 
times a year. Joint advertising 
campaigns also will be worked out 
it was said. 


Monsanto Sets TV Show 


The plastics division of Mon- 
santo Chemical Co., Springfield, 
Mass., will launch a _ television 
show, “Closeups,” starring Jinx 
Falkenberg and Tex McCrary; 
starting Dec. 5. The show will be 
telecast from 6:30 to 6:55 p.m. over 
WNBT, New York. Tex and Jinx 
also will be featured in Monsanto’s 
consumer and merchandising ad- 
vertising during 1951, which will 
carry the theme, “The family of 
Monsanto plastics.” 


Appoints Michel-Cather 


Michel-Cather, New York, has 
been retained to handle the ad- 
vertising of Red Hand Composi- 


tion Co., New York. 
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SHORT COPY sells household appliances 


“Our cooperative poster campaign is a 
valuable part of our job of creating desire, 
reminding, then bringing the prospect to 
the point of sale.” 


Ze 


°. 
Manager, Advertising Division, 
Appliance and Merchandise Dept. 


“General Electric's posters are a powerful 
influence in bringing prospects to our store. 
We feel it is good business for us to be a 
part of this program.” 


NICHOLAS HARDWARE 


GENERAL ELECTRIC COMPANY eimiann 

Bridgeport, Conn. ‘ » Pa. 
% One of a series of advertisements promoting o better under- 
standing and appreciation of Outdoor Advertising — sponsored by 


The Standard Group 


OF OUTDOOR ADVERTISING COMPANIES 


, JOHN DONNELLY & SONS * CENTRAL OUTDOOR ADVERTISING CO., INC. * THE PACKER CORPORATION 
serving one-fifth WALKER & COMPANY * WHITMIER & FERRIS CO., INC. * ROCHESTER POSTER ADVERTISING CO., INC. 
of the nation's RICHMOND POSTER ADVERTISING CO. « E. A. ECKERT ADVERTISING CO. * PORTER POSTER SERVICE 

SLAYTON & COMPANY © THE HARRY H. PACKER COMPANY * BORK POSTER SERVICE 
consumers . . . SUNSET OUTDOOR ADVERTISING CO. * BREMERTON POSTER ADVERTISING CO. * C. E. STEVENS CO. 
STANDARD OUTDOOR ADVERTISING, INC., 444 MADISON AVE., NEW YORK 22, NEW YORK 
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Advertising Age, November 27, 19am 


'‘Dairymen Allocate More to Research on 
New Products; Aim at $5,250,000 Budget 


Des Motnes, Nov. 21—The ex- | 
| ecutive committee of the American | 
| Dairy Assn. meeting here voted to) 
| allocate $50,000 for research to de- 


TEXAS ' velop new markets for dairy prod- 
The committee earmarked 


other flavors had wide acceptance 
during a recent test. | 


woe 


ucts. 
e | $5,000 of the research fund for two) 
POPUL ATION | marketing studies, following a re-| 
t port that milk flavored with) 
1950 U.S. CENSUS t | —_—_ % strawberry, coffee, vanilla and 
——. 5 SOT \ 


7. > 


a \ The research projects to be un- | 


housewife’s acceptance of evapor- 
ated milk in making pumpkin pie 
and teen-age response to flavored 
milk drinks. 

Chester R. Schoby of Algona, 
Ia., association president, and 
Owen Richards, Chicago, general 
manager, told a meeting of dairy 
| farmers from 16 states that the as- 
sociation hopes to have a $5,250,- | 
000 yearly fund available for pro- 
motion of dairy products under an | 


National Representative 


AND HE'S ONE OF OUR 354,000* SUBSCRIBERS 


Jack, his fellow workers at Western Electric, 


apolis' scores of teeming industries are well-paid and steadily employed. 


With their effective buying power of $5,705 


for every manufactured product . . . eighth in effective buying power and retail sales per family among the 


nation's 32 largest metropolitan counties. 


That's why our Hoosier workers . . . like Jack Bush... have a high level of spendable income left for new cars, 
refrigerators, television sets and other luxuries after necessities have been generously provided. 


And—we're very proud—they're buying ...and reading... 
The Indianapolis Star and The Indianapolis News every day. 


KELLY-SMITH COMPANY 


*Publisher’s statements, 6 months ending September 30, 1950 


+Sales Management's ‘Survey of Buying Power.” 


| YOU DON'T KNOW 


fick Bush 


... BUT WE 00! 


He's One of 5,000 Employees 
At Western Electric Co. 


in Indianapolis .... 


and thousands of others who keep the wheels turning in Indian- 


per family, they make Marion County an all-important market 


C7 NATIONAL REPRESENTATIVES 


‘THE INDIANAPOLIS NEWS 


THE INDIANAPOLIS STAR 


expanded program aimed at tury 
ing dairy surpluses into sales. 


a Mr. Richards said that oleg 
margarine interests spend $36) 
000,000 a year on advertising ang 
that soap manufacturers speng 
$28,000,000 a year in sales promaé 
tion work. He said that busineg 
generally spends $2 out of every 
$100 of gross sales for advertising 
but that agriculture as a whole hg 
been spending only four-tenths of 
1% to push sales of its products. 
Mr. Richards pointed out t 
with an increased dairy budget j 
was hoped to use top-notch radig 
stars in programs five nights 
week and to make more general 
use of magazines and newspape 
The advertising committee of thal 
association obtained approval @f 
its cheese, ice cream and milk pr¢ 
motional programs and the Pa 
Whiteman “TV Teen Club” nei 
work television program which im 
financed by eight eastern mili 
markets. Whiteman appeared af 
the Des Moines meeting with som@ 
of his television cast. 
The $5,250,000 proposed proma 
tional program, three times large 
than the present budget, would be 
raised through a nationwide 60% 
day contribution of 1¢ a pound 
on butterfat sold. 


Schraftt's Offers New Candy 


Frank G. Shattuck Co., New 
York, Schrafft’s stores, introduced 
a new chocolate gift package, D’Or 
Elegante—selling at $2.75 @ 
pound—Nov. 15 with small spacé 
in New York dailies and the Nov, 
15 issue of Vogue. Follow-ups will 
be in The New Yorker, Dec. 2, and 
Park East, December, in addition 
to point of sale promotion; 
Schrafft’s regular Christmas pros 
motion is geared around a Christs 
mas catalog and small space in 
New York dailies and seven con- 
sumer magazines. The company 
advertises direct. 


Editors Elect McPherrin 


The Society of Business Mags 
azine Editors has elected John W, 
McPherrin, editor of American 
Druggist, president. He succeed§ 
Paul Wooton, Washington repre- 
sentative of Chilton Co.’s editorial 
board, who becomes chairman of 
the society’s executive committeé 
for a five-year term. Other officers 
elected include: Irwin H. Suchj 
Steel, lst vice-president; James S, 
Warren, Ahrens Publications, 2nd 
vice-president, and Walter J. Mur- 
phy, Chemical & Engineering News, 
secretary-treasurer. 


Cresta Blanca to Use TV 


C. V. A. Corp., maker of Cresta 
Blanca wines, has signed for am 
weekly 15-minute television show 
on KPIX, San Francisco. The show, 
“Cresta Blanca Chef’s Club,” will 
be seen Thursdays at 9 p.m. J. Jt 
Weiner Advertising Agency, San 
Francisco, is the agency for this 
Schenley subsidiary. 


To Progressive Broadcasting 


Wilbur Hulick, “Bud” of “Stoop- 
nagle & Bud,” has been named 
eastern district manager of Pro- 
gressive Proadcasting System, Los 
Angeles, which is scheduled to be- 
gin operations Nov. 26. WIL, St. 
Louis, has joined the list of char- 
ter affiliates for the network. More 
than 200 stations have been signed. 


Joins ‘Railway Age’ 


John A. Ferguson has joined 
the sales staff of Railway Age, 
published by Simmons-Boardman 
Publishing Corp., Chicago. He will 
handle sales assignments for all 
the publisher’s railway publica- 
tions in Chicago and in the north- 
west territory. 


American Steel Shifts Scott 


John C. Scott has been ap- 
pointed superintendent of indus- 
trial relations at the Waukegan, 
Ill., works of American Steel & 
Wire Co. He formerly held the 
same position in the Duluth works. 
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New York, Nov. 21—Advertis- 
ing Research Foundation’s busi- 
ness paper studies fail to show that 
5 left-hand or right-hand page 
gets more readership. It looks like 
a tie, so far. 

J. F. Apsey Jr., chairman of 
ARF’s business papers study ad- 
ministrative committee, speaking 
before an overflow meeting of the 
Industrial Advertisers Assn. of 
New York, declared that studies 
to date prove ads get read regard- 
less of position if well prepared 
and properly treated. 

The foundation’s business paper 
studies have covered issues of 
Automotive Industries, American 
Builder, American Machinist and 
Chemical Engineering. Mr. Apsey 
@said that composite figures for the 
last three papers named show that 
of the 61 top-ranking advertise- 
ments in those publications, “44 
were in the first half of the paper 
and 17 ads were in the back of the 
book.” 

The studies prove without ques- 
tion, he said, that industrial papers 
are read both with respect to edi- 
torial and advertising pages. 


gs The case of color vs. b&w ads 
is still unsettled, said Mr. Apsey, 
who is also advertising manager 
of Black & Decker Mfg. Co. He 
said that of the top 61 ads, 40 are 
in color and 21 b&w. 

“The prime stopper among -the 
elements of an ad is good illustra- 
tion,” he pointed out. “The ARF 
studies all prove this conclusively. 
m@ And among the illustrations, in- 
dustrial paper readers seem to pre- 
fer factual pictures. The same is 
true with respect to copy. Indus- 
trial readers want facts.” 

Mr. Apsey said that inquiries 
which he sent to industrial adver- 
tisers, asking what they consider 
the most important thing that the 
ARF studies have developed, show 
that practically all respondents be- 
lieve the studies prove beyond 
argument that industrial papers 
are extensively and intensively 
read. Many respondents also are 
mimpressed by evidence that read- 
ing habits vary with place of read- 
ing. 


# A third finding of importance, 
She said, is that the readership 
studies show that advertisers who 
understand and reflect in their ads 
mthe editorial policy and tone of a 
publication usually fare better 
than those which do not make any 
attempt to key their advertising 
t0 what the paper’s subscribers 
Want in the way of information. 

All of the ARF studies, Mr. Ap- 
Sey said, prove that qualified read- 
fs are buyers of advertisers’ 
products. 

Mr. Apsey warned that there is 


not yet sufficient evidence to es- 
tablish final conclusions based ni 
the ARF studies because there) 
have been only four, each in sep- | 
arate industrial fields, and mer-| 
thandising and service papers have 
Mot yet been studied. 
“But there is enough material | 
mM the four studies that have been 
Made,” he said, “to give industrial | 
advertisers adequate data for com- 
parative studies of their own. We 
advertising men have been asking 
for objective studies such as these. 
Now we have them. It is up to us 
© use them constructively for our | 
Own good, individually and col-| 
lectively.” 


a Mr. Apsey suggested that adver- | 
ising managers and agency men| 
lay out the top ranking ad pages | 
M the publications studied and) 
Make their own comparative anal- 
yses to guide them in their own 
advertising programs. 

“A good advertisement, like a) 
g00d cake,” he concluded, “is made 


ak = Bes ae 


Avertising Age, November 27, 1950 


Position Doesn't Affect Readership 
of Business Paper Ads, Apsey Says 


up of many ingredients. When you 
make an ad or a cake you have to 


| know what you are doing and how 


to do it. The ARF studies give you 
the results of what others have 
done, and no advertising man can 
afford to neglect the evidence they 
present.” 


Names Dorrance-Waddell 


Dorrance-Waddell, New York, 
has been named by Crossland Mfg. 
Co., Toledo, to handle its new 
mothproofing product which will 
be introduced in 1951. Newspapers 
and spot radio will be used. 


Names Michener & Holland 
Hopkins Equipment Co., Hart- 
field, Pa., manufacturer of spe- 
cialized equipment for laundry and 
dry cleaning industries, has ap- 
pointed Michener & Holland, Phil- 
adelphia, to direct its advertising. 
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|sembled can be used as scenery 
| with a toy train outfit. The premi- 
um is being promoted in store dis- 
plays and in the Chicago Sunday 
Sun-Times. 


“Modern Bride’ Names Two 


Mimi Burns, member of the New 
York fashion staff of Modern 
Bride, has been named fashion 
editor. She succeeds Diane Ruther- 
ford, who recently resigned. Mrs. 
Alexandra Potts, merchandise 
counsellor, has been named mer- 
chandise director and coordinator 
on fashion. 


HOUSEWARMING—One of the groups at a party celebrating the opening of a 

New York office for Jay & Graham Research, publisher of Videodex television re- 

ports, includes (left to right) David Sunbury, Colgate-Palmolive-Peet Co.; Allan Jay, 

president, and Laurence Ely, eastern manager of Videodex; John Allen, TV man- 

ager of Lever Bros.; and Paul Laidley, assistant advertising manager of Lever. 

Videodex reports will continue to be produced in Chicago, with the eastern office 
handling client service. 


Callaway Agency Moves 


Callaway Associates, Boston 
agency, has moved its offices from 
210 South St. to 172 Summer St. 


Frank Joins PR Concern | Burgess Offers Premium 

Jack Frank, formerly staff writer; Burgess Handicraft Stores, Chi- 
for the Denver Post and public re-| cago, is offering a cut-out pre- 
lations director for the National| mium with each purchase in its 
Jewish Hospital, Denver, has|train department. The cut-out is 
joined William Kostka & Asso-|'a model: of the company’s Loop 
ciates, Denver, as public relations store, which has been printed on 
consultant. | 11x14” cardboard, and when as- 


Sees ereaeeas Geer 


Sectes Ceeeee inet teagan 
se nee seeree 


Ghe Seattle Gimes 


as ' ie He 
‘% ES a - oe 
id P 


OOM po 


| OE HtatT aT 
TUL ae 


Bie 
} 


O matter what the yardstick, THE TIMES is the preferred media 

in the rich, ever-growing Seattle market. Advertisers know 

that success in this market can be found through frequent, con- 
centrated advertising in The SEATTLE TIMES. 


This is true for selling your products today and for laying 
the groundwork for Seattle’s growth of tomorrow. Remember— 
Seattle ranks FIRST in retail sales per capita of the nation’s 
leading markets—including such cities as Los Angeles, San 
Francisco, Chicago and New York—and SECOND in effective 


buying income per capita.* 
*Sales Management, May 10, 1950 


MEDIA RECORDS REPORTS 
THE TIMES’ ADVERTISING LEAD 


OVER 2nd PAPER 
(Daily and Sunday, Ist 9 Months 1950) 


The TIMES 
2nd Paper Lod 2nd Paper by 


12353511 5,210,336 
5,515,013 3,493,709 
2,135,469 1,636,610 
3768471 937,002 
3,040,213 794,891 
336,404 632,394 
202538 102,354 


TOTAL LINEAGE . . . 17,563,847 
RETAIL DISPLAY. . . 9,008,722 
DEPARTMENT STORE. 3,772,079 
CLASSIFIED... . . 4,105,473 
NATIONAL ..... 3,835,104 
RETAIL FOOD... . 968,798 
RETAIL DRUG... . 304,892 
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REACHES 8 OUT OF 10 
SEATTLE HOMES 
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| - = = = Dr. Rudolph Flesch, finds are “over the heads” of approximately 50% 


Where 90% of Magazine Ad Dollars Miss 
the Mark- ONE Magazine Group 
“SPEAKS THE LANGUAGE” of America’s 
Biggest, Richest Market... 


THE WAGE EARNER! 


AnyonE knows you don’t get mass results when you slant your story 
over the heads of your mass market. Yet—90% of magazine advertis- 
ing dollars run in magazines that the noted readership authority, 


of the adult population.* 

But there’s one group of long-established magazines specifically 
edited for the women of wage-earner families. That’s Trur Story 
Women’s Group! It knows their tastes. Has their confidence. Gets 
mass sales results from America’s biggest, richest market! 


* “90.9% of ad dollars run in weeklies, women’s 
service and general monthlies which can be 
read easily by an average of only 47 million out 
of 100 million adult Americans.” 


ESTIMATED 

OCTOBER CIRCULATION 
5,331,000 

ON A GUARANTEE 

OF 5,000,000 
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Lichtig to Goldenberg’s | phia, has been named sales pro- 

Meyer Lichtig, formerly pub-| motion and advertising manager 
licity and advertising director of| of Goldenberg’s, Washington de- 
N. Snellenburg & Co., Philadel-| partment store. 


For Latest Authentic Information 
Write [OWA FARM & HOME REGISTER 
Des Moines 4, lowa 


“Washington Post’ Names 3 


Raoul Blumberg, public rela- 
tions director in charge of the pro- 
motion and personnel departments 
of the Washington Post, has been 
appointed retail advertising man- 
ager. William J. Maben has been 
named assistant retail advertis- 
ing manager. John P. Musgat, who 
has been assistant promotion man- 
ager for a year, has been ap- 
pointed head of the promotion de- 
partment of the Post. 


Will Raise Ad Rates 


Effective Jan. 1, 1951, the Jour- 
nal of Chemical Education, New 
York, will increase its advertising 
rates. The new basic page rate will 
be $145, while the old basic page 
rate was $130. Contracts now in 
force or received before Jan. 1 
will be honored at the old rates 
4 — insertions through June, 


Lefton Names Genske V. P. 

Hugh Genske, chief art director 
of Al Paul Lefton Co., Philadel- 
phia, has been named a vice-presi- 
dent of the agency. 


Advertising Age, November 27, 195 


Newspaper-Owned TV Stations Hold Second 
Meeting to Discuss Program Syndicate 


Cuicaco, Nov. 21—Representa- 
tives of newspaper-owned TV sta- 
tions met here yesterday at the 
Ambassador East Hotel to discuss 
further the formation of a tele- 
vision film syndicate for the pro- 
duction and distribution of low- 
budget TV films for member 
stations in 30 to 45 major markets 
(AA, Nov. 20). 

Problems raised at the meeting 
involved selection of a state for 
incorporation of the organization, 
and the concomitant question of 
taxes, plus methods of financing 
the project, rate cards, etc. 

A three-man committee set up 
to investigate and report on those 
questions includes P. A. Sugg, 
station manager, WKY-TV, Okla- 
homa City (chairman); G. Bennett 
Larson, vice-president and general 
manager, WPIX, New York, and 
Robert D. Swezey, general man- 
ager, WDSU-TV, New Orleans. 
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EVERYONE 


There are close to fourteen million people in Canada 
these days . . . and every one of them uses Soap! A soap 
advertiser therefore, could use anything from sky- 
writing to sandwich-boards and be sure of reaching 
prospects for his product. However, as all advertisers 
know, the point is to reach as many good prospects as 
you can for the money you have to spend. And that’s 
why toilet soap advertisers spend more money in the 
Star Weekly alone than in six leading national publica- 
tions combined ! 


The reasons for this are sound. The Star Weekly reaches 
more Canadian families than any other publication in 


USES SOAP 


at 
oe 


Canada . . . alone it goes into half the English-speaking 
homes. Star Weekly readers are spread from coast to 
coast, with the heaviest concentration in urban centres 
where most of the sales are made. Star Weekly readers 
are good average Canadians, with homes of their own, 
cars, and money to spend. The Star Weekly has high 
readership by women, and particularly by younger 


women. . 
magazine can boast. 


- More women, in fact, than any Canadian 


For any product you have to sell you'll find the Star 
Weekly market economical, and the largest of its kind in 


Canada. 


Totlet soap advertisers spend more dollars in the Star Weekly alone 
than in six leading Canadian magazines combined 


the STAR 


Montreal Office: University Tower 


Rep a Rabe 


WEEKLY 


PUBLISHED AT 80 KING STREET, West, TORONTO, CANADA. 


U.S. Representatives: Ward-Griffith Co. Inc. 


WRITE FOR INFORMATION ON SPECIFIC CLASSIFICATIONS AND COMPLETE DETAILS OF THE STAR WEEKLY'S VOLUME MARKET. 


Harrison Dunham, general! map. 
ager of KTTV, Los Angeles, saig 
at a press conference this morning 
that in all likelihood a working 
capital of $250,000 with a capital. 
ization of $1,000,000 will be suffi. 
cient to begin operations. Member 
stations would subscribe 25% of 
the $1,000,000 on a stock issue, ang 
the remaining 75% would be called 
for on a loan basis when needed, 


a The method of determining film 
rental charges to member stations, 
he said, has not been fully worked 
out, but stations may be charged 
on a prorated basis in line with 
their individual base rates. 

Actual production of films, to in- 
clude comedy, westerns, dramatic, 
mystery and science fiction, as 
well as newsreels, will not get 
under way until January, Mr. 
Dunham said. Length of the films 
will vary, but the majority of them 
will be about one-half hour long 
in order to keep budgets at a ‘mini- 
mum. 

The organization also intends to 
buy world rights to such film 
series as the “March of Time,” the 
rights to which have already been 
offered. Purchase of films of this 
nature, Mr. Dunham said, will not 
be paid for out of the original 
working capital, but on a progres- 
sive basis as the need arises. 

At the outset, a substantial 
portion of the films required by 
the syndicate will be produced at 
the Nassour motion picture lot, 
recently purchased by Station 
KTTV. Talent will be drawn from 
Hollywood stars, only 10% of 
whom are now unavailable because 
of contract commitments, Mr. Dun- 
ham said. 


a Although most stations in the 
syndicate will be newspaper- 
owned, the syndicate will not re- 
strict membership to this one 
type, since some major markets do 
not have newspaper-owned sta- 
tions. Selection of stations in this 
instance will be on a first-come, 
first-served basis. 

Stations participating in yester- 
day’s meeting were: KTTV, Los 
Angeles Times; WGN-TV, Chicago 
Tribune; KRON-TV, San Francisco 
Chronicle; WPIX, New York Daily 
News; WSB-TV, Atlanta Journal; 
KRLD-TV, Dallas Times-Herald; 
WKY-TV, Daily Oklahoman; 
WBNS-TV, Columbus Dispatch; 
WDSU-TV, New Orleans; KING- 
TV, Seattle; and WHIO, Dayton. 


U. S. CofC Maps Ad Projects 


The Chamber of Commerce of 
the United States will sponsor and 
distribute prints of “The Magic 
Key,” the Raphael Wolff color- 
sound, 16mm motion picture of 
advertising. In addition, the CofC 
will reprint “Fables and Facts 
about Advertising,” a series of 
pamphlets prepared by Caspar Bil- 
lipp, Benton & Bowles copywriter, 
and published by Time Inc. las! 
year. This series tells the story of 
advertising as a function of busl- 
ness under the American economy. 
Distribution plans for both will be 
announced later. 


Promotes Vending Machine 

Rudd-Melikian Inc., Philadel- 
phia, manufacturer of automatic 
hot-coffee dispensing equipment 
and producer of Kwik-Kafe fro- 
zen-fresh coffee, is launching 42 
advertising drive in Business 
Week, Forbes, Fortune and Time. 
Two-thirds pages in two colors 
and b&w will be used. Copy 
stresses the benefits of increa 
efficiency, reduction in absenteé- 
ism and reduced employe turn- 
over as a result of on-the-job au- 
tomatic hot coffee service. The 
agency is Wil Roberts Advertising, 
Philadelphia. 


Waas Joins Bortnick 

Les Waas, Philadelphia adver- 
tising artist, has joined the staff 
of Harry Bortnick Advertising 
Agency, Philadelphia. 
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out of @D 


of the subscribers to U.S.NEWS & WORLD REPORT are in the 


PRIME INDUSTRIAL MARKET 


They are engaged in various businesses and industries, 


all of them of course 


—the very men for whom your 


advertising messages are written. 


Men, like these, for example... . . 72,221—very important people in 
MANUFACTURING and PROCESSING 


19,992—very important people in 40,503—very important people in 16,183—very important people in 
RAW MATERIALS FINANCE WHOLESALE DISTRIBUTION 


48,886—very important people in 6,859—very important people in 10,51l—very important people in 
RETAIL DISTRIBUTION PUBLIC UTILITIES TRANSPORTATION 


11,446—very important people in 6,020—very important people in 26,443—very important people in 
CONSTRUCTION & INSTALLATION GOVT. BUSINESS (Federal, State, City) BUSINESS & INDUSTRIAL SERVICES 


Available to the advertiser of heavy machinery, transportation, business ma- 
chines, and other types of industrial equipment—this large segment of the 


PRIME INDUSTRIAL MARKET... 
275,570 Very Important People with authority to initiate Very Important PURCHASES. 


Add to this market (which is 78.7% of total guaranteed circulation) 74,430 sub- 
; scribers in the professions and in various branches of the government, and the 
16,506—very important people in - picture is complete—except for the fact that advertisers are now receiving a 


PERSONAL SERVICES bonus of 50,000 additional paid subscribers of similar character and standing— mae 4 I. ae 


ASHINGTON 
ae pre... gvarantee 350,000 


| iu. S. News ¢ & World Report 


* USEFUL NEWS FOR IMPORTANT PEOPLE * 


«i Read for a purpose—by more than 1,200,000 intelligent men and women in _ homes 
-_” 
00,006 
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Wide Sheets Make Best Premium, 
Industrial Surveys Discovers 


Cuicaco, Nov. 22—Of all the 250 
kinds of household and clothing 
items offered by Industrial Sur- 
veys Co. to its 4,500-family Nation- 
al Consumers Panel this year, by 
all odds the most popular has been 
a pair of double-size sheets. 

Reviewing the premium prefer- 
ences of its panel members from 
January to October this year, In- 
dustrial Surveys has found that 
the sheets were ordered about 70% 
more often than the next most 
popular premium, a steam iron. 
Least popular as premiums have 
been general luxury and sporting 
goods. 

S. Stanley Womer, vice-presi- 
dent in charge of production and 
research, has released the data as 
a guide to advertisers and others 
who distribute premiums, Indus- 
trial Surveys’ panel members in- 
clude more than 16,000 people 
distributed according to population 
concentrations across the U. S. 


s Premiums are offered to panel 
members in turn for keeping 
diaries of food, drug and household 
goods purchases. The panel is in 
its tenth year. 

The study shows that the pur- 
chase price of premium items, 
either in dollars or in correspond- 
ing points, apparently has little 
bearing on preference. For ex- 
ample, the third most popular item 
costs about eight times as much 
as the fourth, and 13 times as much 
as the fifth most popular premium. 
The fifth is only one-seventh as 
expensive as the first. 

In order of preference, the 21 
most-ordered articles of merchan- 
dise by the panel members this 
year have been these: 


Approx. No. of 
Retail Times 
Item Price Ordered 
Pair of double-size sheets $ 7.00 235 
Steam iron 18.95 161 
Electric kitchen mixer 42.50 152 
Spigot 5.00 127 
Can opener 3.25 119 
Electric toaster (A) 23.00 109 
Kitchen stepladder 5.75 108 
Three pairs of medium sheer 
nylon hose 4.50 101 
Bathroom scale 6.95 95 
Ironing table 8.98 93 
Windup alarm clock 4.60 91 
Electric toaster (B) 24.50 85 
Four-quart pressure cooker 12.95 
Electric iron 13.95 83 
Ten-inch covered skillet 7.00 82 
Pinking shears 7.95 82 


SIOUX CITY 
MARKET | 


4-State 
Coverage 


750,000 


Potential Sales 


SIOUXLAND — Annual spendable income $1,- 
226,217,000; per family income $4,555.70; an- 
nual retail sales $874,550,000; gross farm income 
$961 ,693,000.* 


‘*Copr. 1950 Sales Management Survey of Buying Power; 
ferther reproduction net licensed 


The Siu 


Three pairs of very sheer 
lon hose 


ny 5.25 82 
Food chopper 3.50 79 
Aiuminum saucepan set 3.00 78 
Clothes hamper 6.95 73 
Electric alarm clock 6.50 72 


ws Mr. Womer also revealed which 
were the least-ordered articles 
during the first eight months of 
the year. 

Articles selected only one time 
were: 


Ham slicer, 8-qt. pressure cook- 
er, brush-and-comb set, pencil 
sharpener, mechanical pencil, 
casting line, ring binder, candle 
holders, basketball, cocktail table, 
electric toaster (C), two pairs of 
pajamas, electric drill kit, bean 
bag, ash tray, tea kettle, jewelry 
set, lace tablecloth, rifle, press 
cloth, lady’s handkerchiefs, camera 
flash holder and a man’s fitted 
case. 

None of the following articles 
was ordered at all: Golf clubs, pipe 
and lighter set, leather brief case, 
ladder-back chair, kneehole desk, 
camera and flash unit, lady’s 
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wardrobe case, cedar chest, 21- 
jewel man’s wrist watch, nest of 
tables and a man’s weekend case. 


Names Beaumont, Heller 

Beaumont, Heller & Sperling, 
Reading, Pa., has been named to 
handle the advertising of Gardner 
Machine Co., Beloit, Wis., manu- 
facturer of precision disc grinding 
machines and abrasive discs, ef- 
fective Jan. 1. 


Research Concern Moves 
Richard Manville Research has 
moved its research and contest 
divisions to larger quarters in the 
hd York Central Bldg., New York 


Handles Zenith Export Ads 


Export Advertising Agency, Chi 
cago, handles Zenith Radio Co 
export advertising, including tha 
in international editions of thg 
Reader's Digest. AA last weg 
erroneously named MacFar] 
Aveyard & Co., the domestic agen. 
cy, as handling the Reader’s Digeg 
copy. 


Charles Lane Named A. M. 


Charles A. Lane, formerly with 
Newell-Emmett Co. and U. § 
Camera Publishing Corp., has been 
appointed advertising manager of 
L. C. Smith & Corona Typewriters 
Inc., Syracuse, N. Y. He succeeds 
Harold Brown, who has retired, 
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Model House, Seattle, first presented 


to architects and 
tectural Record. 


gi s in Archi- 


Architects: Lawrence & Hazen, Seattle 


Photographer: Chas. R. Pearson 


Record... 


you'll 


RSF De, 


— ee ee 


‘‘workbook 
of the 
architect-engineer”’ 


| Architectural 
Record ....... 


FLW. DODGE 


it 


CORPORATION 


119 West Fortieth St. 
New York 18, N.Y. 
LOngacre 3-0700 
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Issues Pocket Directories 


Dun!iill International List Co., 
New York, mailing list company, 
has issued two pocket directories 
of mailing lists. Arranged alpha- 
petically, prospect categories in- 
clude number available and price 

thousand. The directories are 
obtainable on request from the 
company at 565 5th Ave. 


Hortor: Mfg. Changes Name 

Horton Mfg. Co., Bristol, Conn., 
for more than 60 years maker of 
sporting goods bearing the Bristol 
trademark, has changed its name 
to Horton Bristol Mfg. Co. in order 
to better identify its product with 
the name of the company. 


Bacon Joins Sturtz Agency 


Russell Bacon, formerly sales 
promotion manager, bookkeeping 
division, Remington Rand Inc., 
and before that head of his own 
company, Russell Bacon Advertis- 
ing Agency, has joined Leonard E. 
Sturtz Associates, New York, point 
of sale advertising consultant, as 
an account executive. 


Admiral Promotes Ptacin 


Joseph J. Ptacin, advertising 
auditor of Admiral Corp., Chicago, 
has been appointed assistant to 
Seymour Mintz, advertising direc- 
tor. Mr. Ptacin succeeds John W. 
Walt, who has been made sales 
promotion manager. 


Bulova Signs Sinatra 


As a part of its pre-Christmas 
campaign, Bulova Watch Co., New 


York, is airing the first half of the | 


Frankie Sinatra TV show over 
CBS for five weeks. This is a test 
of network programming for the 
company and may be continued on 
a permanent basis if results are 
satisfactory. Biow Co. is the agen- 
cy. 


Appoints Roger Courtland 


Roger Courtland, formerly with 
Seberhagen Inc., Philadelphia 
agency, has been named director 
of public relations of the Ameri- 
ean Federation of Musicians’ Lo- 
cal 77 in Philadelphia. 


Men’s Clothier Uses Women’s TV Program 


PHILADELPHIA, Nov. 22—A new 
twist for a women’s daytime TV 
show has been worked out here by 
Ward & Ward, regional men’s 
clothing chain. 

The show, to be seen over WPTZ 
Tuesday and Thursday from 3:45 
to 4 p.m., starting next week, is 
titled “For Men Only,” although 
that’s only a lure for the woman 
audience. Interviews with stage, 
sports and fashion leaders will be 
conducted by Ethel Foster. 

Purpose of the TV show is to 
boost sales of men’s accessories, 
on the basis that women buy a 
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first in preference among architects 
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FIRST in number of advertisers and volume of advertising. 


Year after year, more advertisers have wegen more pages of advertising 


in Architectural Record than in any ot 


er architectural magazine. 


This recognition by building products advertisers is no accident. 


Three-fourths of all building is architect-engineer planned. And 


advertisers are 


Start your program for 1951 by making 


Architectural Record the “pivot paper” 
on P pay building products lists. 


e'll be 


to supply you with any details you need 
to help your planning. Just call the 


nearest Record office. 


Architectural Record’s readers are currently responsible for more than 

80 per cent of all architect-engineer-designed building. No wonder 
lacing more pages in Architectural Record than they 

have in any ceonlapeeneil magazine in the last 20 years. 


high percentage of these, especial- 
ly at Christmas time. 

Weightman Agency here handles 
the account. 


ARF to Publish Third 
Sunday Readership Study 


A complete readership study of 
the Sept. 24 issue of the Cincinnati 
Enquirer will be published early 
in 1951 as Sunday study No. 3 of 
the Advertising Research Founda- 
tion’s Continuing Study of News- 
paper Reading. Three magazine 
supplements—The American 
Weekly, This Week Magazine and 
Cincinnati Pictorial Enquirer— 
were examined in this survey of 
the 248-page Sunday newspaper, 
largest examined by the ARF in 
the 11 years it has been making 
readership studies. 


Appoints Ellington Agency 


Wellington Sears Co., New York, 
maker of Martex Turkish towels, 
has switched its account from H. 
B. Humphrey Co. to Ellington & 
Co., New York. 


¢ Above are represented a few 
of the national advertisers who 
have had Burgoyne pretest their 
sales, advertising and promotion 
ideas for a number of years. 


© One manufacturer pretested 
his alternatives of mass store 
displays with one-cent-sale in 
Dayton and Rockford . . . then 
used the proved program. 


* You too can use Burgoyne pre- 
search insurance on salability of 
new products, old products in 
new markets, new advertising 
themes, effectiveness of promo- 
tions, as cited above. 


¢ The dozen Burgoyne pretest 
cities enable you to fit your Bur- 
goyne pretest to your distribu- 
tion and your budget. 


¢ Write for a proposal today! 
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The facts are 


pane his a six inition of 1950, 
radio and phonograph advertisers placed more 
pages in Newsweek than in any other news or 
business magazine. More, in fact, than in any 
“magazine except The Saturday Evening Post. 
~ this overwhelming preference for 
Newsweek. It is ster aaenises in the television field, along with adver- 
-tisers in other fields, have found that advertising in ‘Newsweek pays off. 
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General Mills Finds Testing Doesn't 
Always Make for Sure Successes 


MINNEAPOLIS, Nov. 21—Accord- 
ing to the marketing textbooks, 
there is an ideal formula for in- 
troducing new products. 

The formula includes an ag- 
gressive and far-sighted manage- 
ment, intensive product and con- 
sumer research programs, a hefty 
development budget, a distribu- 
tion and sales organization with 
years of experience and a top- 
notch advertising and promotion 
organization. 

But as General Mills’ experience 
proves, this formula alone cannot 
guarantee new products successful 
consumer acceptance. 

In the past ten months, General 
Mills has quietly dropped—or de- 
layed introducing—several new 
food products and appliances. 


s Most recent products in the 
company’s grocery division to feel 
the axe are the Betty Crocker split 
pea and vegetable noodle dry soup 
mixes. 

Early in August, the company 
closed its packaged soup plant in 
Oskaloosa, Ia., and dismissed em- 
ployes with one month’s pay. How- 
ever, many of the employes were 
offered positions in other plants. 

A company spokesman told AA 
that General Mills decided to halt 
its efforts in the packaged soup 
field because of the relatively 
small fraction of the total soup 
market that such products had 
been able to capture in their eight 
years of promotion. 

He said that consumer prefer- 
ence for canned soups is too well 
established and too difficult to 
overcome. General Mills began 
processing dry concentrated soup 
mixes in Chicago in 1941, and 
moved its operations to the Oska- 
loosa plant in 1944. 


@ According to Board Chairman 
Harry Bullis, the decision to 
abandon the soup field in no way 
means General Mills is pulling in 
its horns. Mr. Bullis said that the 
company is counting heavily on 
its new research program to im- 
prove existing products and de- 
velop and broaden uses of new 
products. 

He said General Mills believes 
that in expanding and diversify- 
ing its products it lessens the risks 
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of stockholders and employes. That 
is the reason, he continued, why 
the company has expanded the 
number of products in the past 
decade to include flat irons, dog 
food, packaged cake and biscuit 
mixes, as well as flour. 

Before the abandonment of the 
two soup mixes, .\1e company had 
been quietly testing a navy bean 
soup mix under the Betty Crocker 
label but it had never gained 
widespread distribution nor had 
it been advertised. However, the 
product was tested in a few Min- 
neapolis grocery stores. . 


= Of total earnings of $54,000,000 
in the past five years, about half 
have been plowed back for growth 
and development of various prod- 
ucts. 

Earlier this year the company 


decided to drop its Betty Crocker 
pressure cooker. A number of 
minor tragedies in production of 
the cooker finally persuaded com- 
pany mechanical division officials 
that the decision was desirable. 

The pressure cooker was pro- 
duced in Minneapolis and was go- 
ing like a house afire until the 
house actually caught fire. The 
plant burned down in 1948 just 
when sales were picking up. 

Then, in the interim before re- 
suming production at a new plant 
in Bloomington, Ill., the bottom 
dropped out of the market for 
pressure saucepans. General Mills 
shortly afterwards closed the 
Bloomington plant and withdrew 
the pressure saucepan from the 
market. 


a After a study of market condi- 
tions in the packaged pie mix 
field early this year, the company 
decided to concentrate its pie mix 
activity on Betty Crocker Crust- 
quick—pie crust mix—and to dis- 
continue production of Apple Pye- 
quick. 


Advertising Age, November 27, 1959" 


READY FOR MAY 13—Norman Rockwell 
puts the finishing touches on the of- 
ficial Mother’s Day poster, which will 
be reproduced in full color for use by 
retailers and national advertisers. 


The Pyequick name has since 
been added to Crustquick as a 
trademark on the Crustquick pack- 
age. A current “half-price” spe- 
cial campaign now is being con- 
ducted in selected markets for 
Crustquick. Purpose of the promo- 


tion is to help win consumer ac. 
ceptance for the pie crust mix. 

General Mills has experienced 
difficulties in introducing new 
products despite the fact that its 
sales organization has perfected a 
distribution setup over a period 
of more than 25 years. Though the 
company has the facilities and ad. 
visers for making accurate market 
analyses before introducing new 
products, it has found that even 
the best forecasts may be sabo- 
taged by public opinion. 


wm Since the public outguessed the 
company on several of the new 
products, this year General Mills 
has proceeded more cautiously with 
new product research, testing and 
market introductions. 

When the company began to 
market its automatic toaster a 
year and a half ago, the move was 
felt to be poorly timed in some 
quarters. Skeptics pointed to the 
fact that the automatic toaster field 
was crowded and that a number of 
manufacturers had failed. 

However, the company has had 
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moderate success in marketing this 
appliance, though its Tru-Heat 
jron and steam iron attachment 
continue to be its most successful 
appliance products. 

Executives believe that the ap- 
pliance field still offers excellent 
opportunities, and expect to in- 
troduce two new products as soon 
as market conditions improve. 

The two products are an electric 
coffee brewer and a food mixer. 
Both have been market tested for 
some time, but the company is 
reluctant to begin a full-scale 
market invasion under current 
conditions. 


gs The company reports that sales 
of package foods, such as Wheaties, 
Cheerios and Kix, increased 
steadily during the fiscal year of 
1950, which ended June 30. Bis- 
quick, introduced in 1931, was the 
subject of a major sales promotion 
this year when grocery products 
salesmen and merchandisers car- 
ried the story of a new 1-2-3 Betty 
Crocker sugar and peanut butter 
cookie to retailers. Similarly, Soft- 


asilk cake flour was boosted suc- 
cessfully, using an improved recipe 
for angel food cake as the lure. 

No setbacks in the company’s 
other national products (cake 
mixes, Larro feeds and bakers’ 
flours) have been reported. The 
Sperry division on the West 
Coast has increased its market for 
Red Band flour, pancake mix, 
Purity oats, Wheat Hearts and 
corn meal products. 

Industrial products of the com- 
pany have become increasingly 
important, despite curtailment in 
other lines. Farm service stores 
of the company had a successful 
year and the home service (Betty 
Crocker) department received 
more than 500,000 inquiries 
throughout 1950. 


ws Outstanding success of the year 
has been General Mills Brown ’n’ 
Serve rolls, which were made 
available to the bakery and mill- 
ing industries as a merchandising 
service and which were designed 
to increase consumption of flour 
products. 


The two cake mixes, introduced 
a little more than a year ago, were 
so well received by consumers that 
the Buffalo package food plant 
couldn’t meet demand and a sec- 
ond production line has been in- 
stalled at the Lodi, Cal., package 
foods plant. 

According to Mr. Bullis, Gen- 
eral Mills is confident regarding 
future prospeets, and he believes 
the long-term outlook for business 
and industry is good. The com- 
pany, in its annual report, said it 
earned 3.3¢ per dollar of sales last 
year. (Sales totaled $395,834,706.) 

Despite cutbacks in several of 
the newer products, the company 
now is ranked first in total flour 
sales and second in sales of ready- 
to-eat breakfast cereals. 


Omega Watch to Lewin 


Norman M. Morris Watch Co., 
New York, has appointed A. W. 
Lewin Co., New York, as agency 
for its Omega watches, effective 
Jan. 1. Abbott Kimball Co., New 
York, formerly handled the Omega 
account. 


Billingsley Suggests Space Representatives 
Need Clear Insight into Agency Operations 


Cuicaco, Nov. 21—Relations be- 
tween advertising agencies and 
business paper publishers, by and 
large, are better today than they’ve 
ever been, but publishers would 
profit by a better understanding 
of agencies than now is evidenced, 
according to Allen L. Billingsley, 
president of Fuller & Smith & 
Ross, Cleveland. 

Mr. Billingsley was guest speak- 
er at a luncheon meeting yesterday 
of the tf Club of Chicago, an 
organization of business paper ad- 
vertising salesmen. 

Mr. Billingsley said changes in 
the character of advertising in 
recent years have influenced the 
problems in this relationship. 
Media, he said, have become more 
competitive and advertisers are 
now more intelligent in their 
choice of media. 


ws Consequently, he said, the tradi- 
tional function of the agency—in 


During the first 9 months 
of 1950, advertisers 
placed more pages of 
food advertising in 
Family Circle than in any 
other monthly magazine. 


leads because: 


family Cucle 
food Advertis; 7 


TOTALS* JAN. — SEPT., 1950 


MONTHLIES (9 issues) 


Saturday Evening Post 268.24 


Food Pages Food Pages 
FAMILY CIRCLE 281.57 Woman's Home 
Ladies’ Home Journal 249.98 Companion 187.58 
Woman’s Day 247.37 Better Homes & 
Good Housekeeping 228.74 Gardens 169.99 

McCall's 136.27 
WEEKLIES (39 issues) 

LIFE 388.34 Look (20 issues) 109.42 


*Sectional advertising in Family Circle and Woman's Day is evalu- 
ated as a fraction of @ national page based on circulation of sec- 
tional editions used, expressed as a percentage of total national 
circulation, Figures above are based on 9-months’ adjustment by 
P.1.B. Adjusted page figures for 1949 and 1950 will appear in the 
October Publishers’ Information Bureau Service. 


Every Impression Counts — Family Circle is bought exclusively by housewife shoppers 
in chain groceries where your products are sold. Because 100% of your Family Circle 
circulation is effective, you can’t buy more economical advertising coverage. 


2,300,000 Guarantee A. B.C. — With circulation audited by Audit Bureau of Circula- 
tions, Family Circle is sold in 8,670 stores of 12 leading grocery chains whose annual 
volume exceeds 3-1/3 BILLION DOLLARS — 11% of U.S. grocery sales. 


Circulation in 47 States — Family Circle circulates in 1,679 counties where population, 
retail sales and 87% of U.S. food sales are concentrated. 


High Readership — A chain grocery shopper buys Family Circle only because she wants 
to read it enough to step up and pay cash for it — 100% “newsstand” circulation. 
For 18 years advertisers have recognized that advertising and editorial pages in 
Family Circle obtain unusually high readership. 


National or Sectional Coverage — Your advertising coverage exactly parallels product 
distribution because Family Circle’s 47-state circulation is available as a national 
unit or in any combination of 17 sectional editions. Sectional circulation guarantees 
in effect January issue. 1951 are shown on map. 


— 
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the development of ideas for ads 
and in buying advertising space— 
has become a part of planning a 
complete sales program for the ad- 
vertiser, a plan which encompasses 
more than simply placing ads. 

A realization of this change in 
agency operation, he suggested, 
would better enable business paper 
publishers and their representa- 
tives to gain a clear perspective of 
the way in which agencies can 
serve them. 


C-P-P Offers New Dispenser 


Colgate-Palmolive-Peet Co., Jer- 
sey City, is introducing a new 
“Push-Kap” dispenser for its Cash- 
mere Bouquet lanolin hand lotion. 
Sherman & Marquette, New York, 
will promote the dispenser in De- 
cember and February issues of 
16 magazines, in addition to point- 
of-purchase displays. Four-color 
full-pages will be used in the Dell 
Modern Group, Fawcett Women’s 
Group, True Story Women’s Group, 
Screenland Unit, Glamour and 
Seventeen. 


To Air ‘Renfro Valley’ Shows 


Post Cereal division, General 
Foods Corp., New York, will spon- 
sor two “Renfro Valley” programs 
over a group of southern and 
southwestern CBS stations start- 
ing in January. Time for the 
programs—a Sunday morning re- 
ligious broadcast and a daily 15- 
minute session of country music— 
was bought through Benton & 
Bowles. 


Research Des-Tex to Houck 


Houck & Co. of Florida Inc., 
Miami, has been named by Re- 
search Des-Tex Inc., Chicago and 
Miami, to handle the 1950-51 ad- 
vertising and promotion of the 
Des-Tex line of fabric cleaners. 
TV spots and magazines will be 
used. 


ROY HUTCHINSON 
Director, Copy Service Department 
SPECIALTY SALESMAN MAGAZINE 


$25,280.46 in Sales 
from One $700 Ad 


. « - and still going strong! 


Roy Hutchinson’s advertising copy ranks 
with that of the highest paid advertising 
agency writers in the United States. He has 
been associated as a writer with four of the 
country’s “Big Ten” Agencies. His Direct 
Selling copy has sold tens of millions of 
dollars worth of merchandise—from items 
retailing for as little as a quarter to those 
costing hundreds of dollars. 


As Director of our Copy Service Depart- 
ment, this man’s talents are now available, 
without charge, to all manufacturers—large 
or small—who want to tap the lucrative 
Direct Selling market through the pages of 
SPECIALTY SALESMAN MAGAZINE. 
This Service is also free to Advertising 
Agencies who may be called upon to handle 
a Direct Selling account, but who are not 
familiar with all the intricacies of this highly 
specialized business. In making this an- 
nouncement, we offer a service no other 
magazine in the Direct Selling field is in 
a position to offer to its advertisers. 


If you are interested in a Plan that can 
give you profitable, national sales coverage 
over night with the help of sound, hard- 
hitting Direct Selling copy in a magazine 
that is the recognized leader in the Direct 
Selling field, I invite you to write for com- 
plete information without the slightest cost 
or obligation on your part. 


[V9 Keg 
Publisher 
SPECIALTY SALESMAN MAGAZINE 


307 N. Michigan Ave. Chicago 1, Ill. 
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Multi-Facet to Ellington 


Multi-Facet Co., New York, 
cutter of fine diamonds, has named 
Ellington & Co., New York, to 
handle its advertising, promotion 
and publicity. The company, a new 
advertiser, holds patents for add- 
ing 40 additional facets to a dia- 
mond. 


Baker Appoints Don Plouff 


Don Plouff has been named an 
account executive of Jim Baker 
Associates, Milwaukee agency. He 
was formerly with Gordon Neilson 
Co. and Trayton H. Davis & Asso- 
ciates, both in Milwaukee. 


Chrysler Advances Hills 


The export division of Chrysler 
Corp., Detroit, has named Philip 
K. Hills to the newly created 
position of sales manager in charge 
of all sales activities throughout 
the foreign field. Mr. Hills was 
formerly sales promotion manager 
of the export division. 


IBM Appoints John Kenney 


John J. Kenney, director of sales 
promotion of International Busi- 
ness Machines Corp., New York, 
has been named IBM general serv- 
ice manager in charge of all cus- 
tomer service functions. 


Panel co 
Politz, Inc 


How a Cleanser and Scourer’, using 
The Chronicle exclusively, nearly tripled 
its percentage of the Houston market 


~“e # 


Yes, in two short years this product*, with the aid of Chronicle adver- 
tising, skyrocketed from only 7.4 of market in Houston to 18.7% of 
this rich market. A good product when backed by Chronicle advertising 
ean really go places in Houston—the South’s No. 1 market. 


Products* Homes Advertising 
Percentage Stocking Any Performance 
of Market Cleanser (in Lines) 
Report No. 4 
4410 Lines 
(October 1 to 18.7 95.4 
March 31, 1950) CHRONICLE Comics 
—— c WI 94.5 pm. 8 
Sept. 30, 1949) nore Commies 
Report No. 2 
(October 1 to 10.2 91.5 NONE 
March 31, 1949) 
—— oe 7.4 89.5 StS) Snes 
: . ICLE Comic 
Sept. 30, 1948) SS ee 


R. W. McCARTHY 
Advertising Director 


*Name of product upon request 


M. J. GIBBONS 


National Advertising Manager 


FIRST IN HOUSTON IN CIRCULATION AND ADVERTISING FOR 37 CONSECUTIVE YEARS 


The Houston Chronicle 
LARGEST CIRCULATION IN TEXAS 


THE BRANHAM COMPANY 
National Representatives 


Advertising Age, November 27, 1950. 


PHOTOS WIN—John Platz (left), secretary of the Photographer's Assn. of America, 
presents an award of merit to Roy Des Jardins of George Weber Inc. and president 
of the Milwaukee Advertising Club, for the club’s outstanding use of photography 


in its new book, “Advertising Work—Told 
are Harold Waltz, executive manager of 
The National 


mere 


Gos 0 rt a) ola: 


with Pictures.” The others in the picture 
the association, and Don Forbes, editor, 
Photographer. 


Soup, Soup, Popular Soup: That's Gist 
of Campbell Study; Ads Based on the Data 


CAMDEN, N. J., Nov. 22—Soup 
is America’s favorite lunch dish, 
according to a survey of national 
eating habits made by Campbell 
Soup Co. Every day 27,000,000 
Americans have soup for lunch, 
the survey shows, and when they 
serve soup there is an increase in 
the use of crackers, sandwiches, 
milk, salads and desserts. 

Tomato soup proved to be the 
most popular kind, with chicken 
noodle next and vegetable third, 
according to Campbell, whose 
study is based on personal inter- 
views with more than 3,100 wo- 
men. 

When asked whether they served 
soup during the past 24 hours, 
the housewives’ replies showed 
that almost two of every five were 
serving soup at one meal or an- 
other on any given winter day. 
(The survey was conducted be- 
tween Feb. 20 and March 4, 1950.) 


ws The report also showed that 
more than half of all children are 
eating adult-type canned soups by 
the time they are a year old, and 
better than 90% do so when they 
reach school age. 

The results of the survey indi- 
cate that tomato soup is the most 
frequently used in cooking, with 
cream of mushroom placing sec- 
ond. The use of tomato soup in 
cooking is greater in larger cities 
and in the East, and lower in rural 
areas and in the South, according 
to the survey. 

This information—and espe- 
cially the fact that people eat more 


soup during cold weather—is the 
basis for forthcoming big promo- 
tions by Campbell during Decem- 
ber and January. 


ws From Dec. 11 to Jan. 27, the 
company will push the theme, 
“Give them good hot soup for 
lunch,” in ‘magazines, radio, tele- 
vision and at the point of sale. 

Store display material, includ- 
ing case cards, window strips, can 
toppers, newspaper mats and large 
lapel buttons to be worn by store 
personnel, will be available 
through Campbell salesmen. 

Full-page four-color ads will run 
in leading magazines. Special jin- 
gles will be used on Campbell’s 
radio shows—Bob Crosby’s “Club 
15” on CBS and Walter O’Keefe’s 
“Double or Nothing” on NBC— 
and special animation on the com- 
pany’s television show, the first 
half-hour of the “Jack Carter 
Show” on NBC-TV. 

Other information revealed in 
the survey is that 93% of Ameri- 
can husbands are home for even- 
ing meals, Monday through Satur- 
day, and 63% are home during the 
noon meal on the same days. 

The biggest percentage of the 
husbands who come home for the 
noon meal is in the South, where- 
as less than half the New York 
husbands come home for lunch. 


Weightman Names Winant V.P. 


Miss E. Morgan Winant, account 
executive of Weightman Inc., Phil- 
adelphia, has been elected a vice- 
president of the agency. 
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Weed and Comm Borer Control? 


For Latest Authentic Information 
Write [OWA FARM & HOME REGISTER 
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=e © wher your readership includes won-prospects 
SELECT YOUR MARKET THROUGH MAGAZINES 


=. \ The most economical advertising reaches prospects only. There are magazines for 


housewives, businessmen, plumbers, the family, pet enthusiasts, musicians, and al- 
most any specialized group you can name. From these, you can select the logical 
market for your own product. 


People, in reading magazines, are guided by their particular interests and desires. 
By bearing in mind the nature of your product, you can select a magazine whose 
readers, almost without exception, are prospects. Intelligent use of magazines elimi- 
nates the expense of advertising to people who are not in the market for what you 
have to sell and who will never be. Advertise to prospects only...through magazines. 


Dearin?-Zouswile 


C. T. DEARING PRINTING CO., INC., LOUISVILLE, KY. 
A DIVISION OF FAWCETT PUBLICATIONS. INC. 
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MAGAZINES give you the opportunity to display 


your product in striking color. Color attracts attention ... spurs the imagination. Today's 


modern processes allow more widespread, more effective use of color than ever before. 
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C. T. DEARING PRINTING CO., 1 LOUISVILLE, KY. 


A DIVISION OF FAWCETT PUBLICATIONS, INC. 
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PRODUCING 


30 Million 


~ MAGAZINES — 
A MONTH 


Chor your Mavket thrsugh Magasin 


Magazine readers form clear-cut groups with known interests. Your ad- 
vertising message in selected magazines goes straight to those people who 


are prospective buyers of your product. 


Dearin?-Zouscile 


C. T. DEARING PRINTING CO., INC., LOUISVILLE, KY. 


A DIVISION OF FAWCETT PUBLICATIONS, INC. 
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Advertising Age, November 27, 1950 


Details of Ford's 
Announcement Drive 
on ‘51 Cars Told 


Derroir, Nov. 24—The 1951 
Ford cars will be introduced to 
the public with sales themes em- 
phasizing product quality and dur- 
ability as well as new styling, ac- 
cording to Gordon C. Eldredge, 
manager of advertising and sales 

romotion for the Ford division 
of Ford Motor Co. 

Principal announcement themes 
to appear in the nation’s newspa- 
pers and on radio, television and 
outdoor posters are: 

“The 51 Ford steps ahead for 
the years ahead with 43 new ‘look 
ahead’ features”; “When you buy 
for the future, buy Ford,” and 
“You can pay more but you can’t 
buy better.” 

Mr. Eldredge said that newspa- 
pers were selected as the basic 
medium for introductory advertis- 
ing because of their flexibility in 
meeting changing market and pro- 
duction conditions. Magazines will 
be used in follow-up advertising. 


as Pre-announcement advertising 
appeared in newspapers begin- 
ning Sunday, Nov. 19. The 1951 
Fords were announced in newspa- 
pers yesterday and are shown by 
dealers today. . 

Introductory advertisements 
sponsored by the company-dealer 
cooperative fund wili appear in 
4,400 weekly and 1,600 daily news- 
papers in 5,200 cities. These in- 
clude pre-announcement adver- 
tisements and two follow-up inser- 
tions. 

Ford dealer advertising commit- 
tees also will use 4,100 weekly 
and 1,400 daily newspapers in 
more than 5,000 cities for addition- 
al local impact. 

Cooperative advertising will ap- 
pear on 122 radio stations. The 
Kay Kyser television show will be 
carried on 50 stations, Kukla, Fran 
& Ollie on 48 outlets, and the Ford 
Theater on 24. Ford dealer adver- 
tising committees will use 75 TV 
stations. 


a The full NBC radio network 
was used to carry the Ford intro- 
ductory message. Ford will be a 
joint sponsor of network programs 
five days a week for a month. 

In addition, Ford dealer com- 
mittees will employ 1,225 stations 
for spot announcements. The 
voices of Clem McCarthy, turf ex- 
pert, and Dr. Roy K. Marshall of 
the University of North Carolina 
will be among those used on the 
commercials. 

Ford will use 14,000 outdoor 
posters in 5,300 cities to introduce 
the 1951 line. 


Starts Congowall Campaign 


Congoleum (Canada)  Litd., 
Montreal, is promoting Congowall, 
Simulated tile enameled wall cov- 
ering, in daily newspapers across 
Canada. Weekly newspapers and 
full-color pages in English weekly 
rotogravure sections also are being 
used. Cockfield, Brown & Co., 
Montreal, is the agency. 


To Sponsor ‘Space Patrol’ 


Currie’s Retail Stores, which 
sell ice cream, candy and bakery 
goods, has signed to sponsor “Space 
Patrol,” Monday through Friday, 
6:45-7 p.m. on KECA-TV, Los 
Angeles, starting Dec. 4. Lock- 
wood-Shackelford, Los Angeles, is 
the agency for Currie. 


Ad Bureau Promotes Bragg 


Warren E. Bragg, research man- 
ager of the Chicago office of the 
Bureau of Advertising, American 
Newspaper Publishers Assn., has 

M appointed account executive 
on the Chicago staff. 


Umland Appoints McManus 
Robert E. McManus, formerly 
with Foster & Kleiser, has been 
appointed an account executive of 
Umland & Co., San Francisco. 


' 


AFA Unit Schedules Meeting 


The New England District, Ad- 
vertising Federation of America, 
will hold a one-day meeting at 
the Providence-Biltmore Hotel, 
Providence, R. I., Jan. 15. 


To Wilson, Haight & Welch 


High Standard Mfg. Corp., Ham- 
den, Conn., manufacturer of Hi- 
Standard firearms, has named Wil- 
son, Haight & Welch, Hartford, to 
handle its advertising. 


Canadian Bearings to Gent 


William Gent Advertising Agen-|, 
cy, Toronto, has been retained to || 
handle the advertising of Can- | 
adian Bearings Ltd. Toronto. | 
Trade publications will be used. | 

| 
| 
| 


XMAS Gifts Your CLIENTS Will Appreciate! 


Gift Packs cord inciuded if desired 


FULL BUSHEL MIXTURE: spray of Vo BUSHEL MIXTURE: approx. 
Kumquots, approx. 3 doz. Tanger- 1% doz. Tangerines, % doz. 


ines, | doz. Grapefruit, $6.25 


Grapefruit, 2% doz. 
6% doz. Oranges—only. Oranges—only ....... $3.50 


Write for information on Executive or Personal use Citrus Packages. All | 
prices express prepaid. Add 45c for express on all orders North of Illinois l 
& West of Mississippi River. SATISFACTION UNCONDITIONALLY GUAR- 


ANTEED! 
wat ORDER TODAY! 


has become associated with George | KRISSM AN GROVES, Dept. AA-27, Dade City, Fla. 


L. Cassidy, New York public re- |; ! 
|lations consultant. [| OSE REA A PNP TRD SPS Se ae ae a a 


Walt Smith Joins Cassidy 


Walt Smith, formerly publicity 
director of the Statler hotel chain, | 


THE GIFT SEASON’S ON 
...in the BOY MARKET! 


H otiday and every day ... it’s gift giving time in the boy market. 
There’s always an occasion for a special remembrance, and among 
BOYS’ LIFE subscribers, it’s a rare boy who forgets to remember . . . 
his parents, friends and family folk. 


Witness these amazing figures (from the 1950 BOYS’ LIFE Survey) 
for the full sales potential of this huge gift market: 


$2.6 % of boys give CANDY as gifts (to women) 
32.8% of boys give FLOWERS as gifts (to women) 
32.8% of boys give J 
44.1% of boys give 
46.3% of boys give 
37.0% of boys give m 

30.7% of boys give TOIL 

How often does your product appear on 1,800,000 gift shopping lists? 


If you’re in the market for untapped sales, here’s a blue chip investment 
at down-to-earth prices. For many happy returns ($$$) of the day, put 
boy power to work in your ’51 advertising. To better your market posi- 
tion, increase your product sales, buy 


a great selling force in the boy market 
read by 1,800,000 boys each month. 
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72% of Americans Now Approve Oil 
Industry; PR Budget Is Increased — 


Survey Shows Fewer 
Want More Government 
Regulation of Industry 


Los ANGELES, Nov. 22—The oil 
industry is gaining in its program 
to increase public appreciation and 
understanding of its operation and 
achievements, the Oil Industry 


Information Committee was told 
at the 30th annual meeting of the 
American Petroleum Institute. 

Opinion Research Corp. said a 
survey shows that in 1950 72% of 
the American people have a favor- 
able impression of the oil industry, 
as compared with 68% with that 
opinion in 1949. 

The board of directors of API, 


WREN 


The hight Spot in 
TOPEKA KANSAS 


WEEO 


%& COMPANY 


which approved an over-all 1951 
budget, would not reveal its de- 
tails, but a spokesman said it will 
be the biggest in history. Last year 
the total budget for the institute 
was $1,800,000, of which $700,000 
was spent for advertising. 


s In addition to the increase in 
the over-all favorable impressions 
of the industry, the Opinion Re- 
search survey shows that the pub- 
lic’s views on service and product 
improvements are slightly but con- 
sistently more favorable in 1950 
than they were in 1949. 

Other highlights of the survey: 
80% of the American people think 
the -oil industry tries to serve the 
best interests of the public as a 
whole—a gain of 4% over 1949; 
82% say the industry does as good 
or a better job of product improve- 
ment as any other industry—a 
gain of 4%. 

A majority believes oil com- 
panies are quick to adopt new im- 
provements, and 60% chose service 
stations over other retail busi- 
nesses offering best customer serv- 
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ice. Twelve per cent think there 
should be more government regu- 
lation of the oil industry, as com- 
pared with 17% in 1949; 21% 
think there should be less regu- 
lation, 47% the same, and 20% 
“don’t know.” 


ws Asked about competition, 43% 
said they think there is a “great 
deal,” 27% said “medium amount,” 
21% “only a little” and 9% “don’t 
know.” Seven out of ten believe 
the oil industry could take care of 
military requirements in time of 
war. The public sees little need 
for rationing or price controls on 
gasoline and fuel oil at present, 
but most concede these restrictions 
would be desirable in an all-out 
effort. 

H. B. Miller, executive director 
of the Oil Industry Information 
Committee, made an impressive 
report on the 1950 observance of 
Oil Progress Week: 

1. Special Oil Progress Week 
events took place in 4,412 com- 
munities in 48 states. 

2. There were 2,782 speeches 


Thy this one on your media list for size! 


You'll see immediately that Better Homes & Gardens’ 34 
million circulation makes it one of the three biggest maga- 
zines read with equal interest by men and women. 


Now try it on for selectivity—and its size becomes even 


more impressive! 


For only in BH&G will you find 3'2-million families screened 
for keen interest in their homes. 


Only in BH&G will you discover 3/-million families attracted 
entirely by 100% service content on better living. 


~ Only in BH&G will you reach 3/-million families primed 
for buying by helpful editorial counsel on running a home 


and raising a family. 


Yes, of all top-power magazines, only Better Homes & 
Gardens offers you this combination of mass size and 
selective readership—this rich, responsive market for any 


product or service. 


Doesn’t this suggest that you give Better Homes & Gardens 
the top position it merits in your advertising plans for 51? 


With 3- million circulation, Better Homes & Gardens 
is actually one of the three biggest man-woman magazines — 
and the only one that made the grade through 100% service! 


Serving a SCREENED MARKET of 3'2-Million Better Families 


made by oil men and others @ 
total audiences of 298,628. 

3. There were 5,511 showings @ 
industry motion pictures to ay 
diences totaling 914,940. 

4. Ninety-nine television pro 
grams gave the industry 46 hour 
of time. 

5. Radio shows and inte 
numbered 1,232 for a total of 29 
hours. 

6. Twenty-six governors and 80} 
mayors issued proclamations. 

7. Special events totaled 1,245 
including 359 community leader 
events, 73 parades, 421 open 
houses, 288 dealer rallies, 47 essay 
contests and 63 “Oil Men For 4 
Day” events. 


a 8. There were 3,782 newspaper 
tie-in advertisements, totaling 4. 
179,000 lines valued at $1,044,009; 
they were sponsored by 6,85§ 
dealers, distributors and others, 

9. Five per cent of the industry's 
3,660 outdoor posters were put up 
during October. 

Mr. Miller also reported that 7 
newspapers published special see. 
tions or editions during the week, 

Now under way, he reported, are 
a teacher’s handbook and six 
pamphlets for study by school chil- 
dren. This program will be used 
in 24 counties, and will be expand- 
ed. While optimistic about the 
progress of the committee program, 
Mr. Miller cautioned against “talk- 
ing to ourselves.” The real job is 
getting out in the field and talking 
to those who are not acquainted 
with the industry, he said. 


s In a public relations session, C. 
Haines Finnell, Union Oil Co., told 
about his company’s famed ad 
campaign on the free enterprise 
system. Readership in West Coast 
newspapers has averaged from 
16% to 22%. Over 75,000 booklets 
have been distributed upon direct 
request. Thousands of letters have 
been received, with 85% indicat- 
ing a favorable attitude. When a 
regional group of salesmen were 
asked to express an opinion about 
all the company’s advertising, they 
voted that the institutional adver- 
tising should be the last to be dis- 
continued. 

Conger Reynolds, Standard Oil 
Co, (Indiana), said a survey had 
revealed that 95% of the impres- 
sions people have about his com- 
pany are obtained from face-to- 
face impressions. It was concluded 
this would apply within the or- 
ganization, too. As a result, Stand- 
ard Oil has embarked on a con- 
tinuing program of making annual 
reports direct to employes, and 
holding other types of discussion 
meetings. Emphasis is laid on 
small groups, with no restrictions 
on discussion. 


= In a departure from his usual 
role, Dr. George H. Gallup, public 
opinion researcher, asserted his 
belief that the government in- 
formation program, specifically 
“Voice of America,” should be 
given at least $5 billion to accom- 
plish the job assigned it. He 
praised the job now being done but 
said the $100,000,000 available is 
woefully inadequate. 

It is the most important public 
relations job in the world, he de- 
clared, “because Russia has given 
us one hell of a beating in the 
battle of ideas.” 

In battle, he said, we try to ex- 
ceed the fire power of the enemy; 
the same is true in the battle for 
the minds of men. The proposed $5 
billion appropriation should come 
from economies out of all govern- 
mental activities, including the 
military, he advocated. 

Suggested by Dr. Gallup 4 
media in the information program 
are motion pictures to reach the 
great mass of illiterates; textbooks 
to the people of the world; at least 
as many newspapers as now 
preach the communist line; 4 
global radio network, and ex- 
change of teachers and technolo 


gists. 
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i ¥ 
| | y, a 
RUGGLES’ ANNIVERSARY—Observing birthday No. 1 of “The Ruggles,” beamed 
ever KECA-TV, Los Angeles, are Richard A. Moore, director of TV operations for 
the ABC western division: Erin O’Brien-Moore (Mrs. Ruggles); packager Robert Rais- 
beck; Charles Ruggles, star of the show; and Don Lauritzen, Rockett-Lauritzen, 
agency for D. B. Lewis Food Co., manufacturer of Dr. Ross dog and cat food, the 
sponsor. 


Igleheart Promotes Four 


Igleheart division of General 
Foods Corp., Evansville, Ind., has 
made four promotions on its mar- 
keting staff. Clayton I. Kentnor, 
formerly advertising manager, has 
been named product manager for 
grocery store specialties. Richard 
M. Compton, who has been asso- 
ciate sales and advertising manag- 
er, becomes product manager for 
grocery products specialties. Ad- 
vertising assistant James Farris 
has been promoted to product 
manager reporting to Mr. Compton, 
and William Coughlin, formerly 
assistant advertising manager, has 
been named assistant product man- 
ager, reporting to Mr. Kentnor. 


Heath Joins Hazard Agency 


Daniel Heath, formerly with Bir- 
mingham, Castleman & Pierce and 
Kiesewetter, Wetterau & Baker, 
has joined the media department of 
Hazard Advertising, New York. He 
replaces Jack Carver, who has 
been recalled to the Army. 


Write today for DIESEL PROGRESS 
Market Data and Media file 


Rex W. Wadman, Editor and Publisher 


YOUR ADVERTISING DOLLAR 
BUYS 


FIRST WITH ADVERTISERS 


DIESEL PROGRESS carries more 
advertising than any other pub- 
lication exclusively serving the 
diesel market — proof that it 
pays to advertise in the indus- 
try's No. 1 publication. 


Editorial and Production Office: 


Budsters Children’s 
Coats to Have TV, 


Newspaper Support 


PHILADELPHIA, Nov. 22—S. Roth- 
child & Co., manufacturer of Bud- 
sters children’s coats, will intro- 
duce its new Shape-Holders cus- 
tomized coats next February with 
space in the New York Times Sun- 
day Magazine, the Philadelphia In- 
quirer, Parents’ Magazine and sup- 
porting television spots in major 
markets. 

The consumer campaign will 
follow a heavy trade advertising 
drive to run through January. 

The consumer campaign will be 
the most intensive single campaign 
to be run by the Rothchild com- 
pany in such a short time. Copy 
will stress the custom-tailoring of 
the new line of coats. 

Leonard F. Fellman & Associates, 
Philadelphia, is the agency. 


Field's Promotes Krogh 

Egil E. Krogh, divisional vice- 
president of Marshall Field & Co., 
Chicago, has been named assistant 
general manager and general mer- 
chandise manager of Frederick & 
Nelson, Seattle, a division of Mar- 
shall Field & Co., effective Jan. 1. 
He has served as assistant general 
merchandise manager and man- 
ager of the budget floor. Mr. Krogh 
succeeds Hector A. Esobosa, who 
has resigned as divisional vice- 
president of Marshall Field to be- 
come president of I. Magnin & Co., 
San Francisco. Clarence T. Gregg, 
merchandise manager of Field’s 
suburban stores, has been named 
to succeed Mr. Krogh as merchan- 
dise manager of the budget floor. 


Mullins Joins AFA 

Richard Mullins, formerly with 
Benton & Bowles, New York, has 
joined the Advertising Federation 
of America, New York, as assis- 
lant to President Elon Borton. 


Starch Names Norwood A. M. 
Clarence R. Norwood has been 
famed advertising manager of 
Canada Starch Co., Montreal. He 
joined the company in 1935. 


ONE 
NEWSPAPER 
Delivers the Cream of the 


NEGRO MARKET 


The Negro market is huge! Negroes 
Spend $15 billion every year on prod- 
ucts you sell. And one medium deliv- 
ffs the cream of this vast and loyal 
market—1,500,000 of the wealthiest and 
Most influential Negroes in America. 
tever you sell, you can sell it to 
®groes better in the new Courier. 
Always a leader, always ae 
e Courier’s new addition of pop 
color comics and exciting magazine 
section makes it America’s most com- 
Dlete weekly newspaper! The Courier 
offers you a large responsive mar- 
at minimum cost and maximum 
ant For full details on the new 
N urier, the newspaper that sells more 
more, write: 


INTERSTATE UNITED NEWSPAPERS 


545 Fifth Avenve, New York 


ae 


spent more money to buy 


mk: 


-GRIT’S 68-year history 


WILLIAMSPORT, PA. 
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Small T America’ il 7d 
Small Town. America’s Greatest Family Weekly | 
iia as . a ; : a . aon 


Advertising Office: 
816 N. La Cienega Bivd.; Los Angeles 46, Calif. 2 West 45th St. New York 19. N.Y 
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$500,000 Lorentzen Venetian Blind Drive 
Will Include Video Spots for First Time 


New York, Nov. 22—Levolor; which sells parts to 1,800 manufac- 
Lorentzen Inc., manufacturer of| turers who in turn sell venetian 
venetian blind parts, has set its} blinds under their own names, will 
1951 advertising and promotion} devote its ad budget to helping 
budget at $500,000. Lorentzen, | these customers sell their own pri- 


ic record each sani 


of the finest perfume 


and cosmetic advertising 


ee FASHIOD 


blishers of DRUG AND INDUS 


vate brands. 

The company will use 60 second 
TV spots—a medium it never be- 
fore used—in a large number of 
markets. Magazine advertising, 
planned to break next March, will 
appear in shelter and women’s 
service books. 

The TV spot schedule will make 
use of a film which cost $3,000 to 
produce, The film, which has full 
animation, will feature the Lorent- 
zen label. Local manufacturers and 
retailers will use the last eight sec- 
onds of the film to tell TV viewers 
where blinds may be purchased. 


s Announcement of the advertis- 
ing. plans came at the New Yor 
showing of the “March of Blinds,” 
Lorentzen traveling industrial ex- 
hibit. The exhibit, which will visit 
major cities from coast to coast 
from now until Dec. 18, includes 
31 panels tracing the evolution of 
the $200,000,000 venetian blind in- 
dustry from 1920, and illustrating 
47, °48 and ’49 advertising, tests, 
| consumer, retail and institutional | 


Advertising Age, November 27, ipa 


advertising, dealer helps and retail 
store promotion. 

A special television viewer com- 
plete with the film, a revolving 
color chart of bottom bars, giant 
blowups of magazine color ads and 
a transparency are included to il- 
lustrate means of increasing sales. 

Hazard Advertising Co., New 
York, is the Lorentzen agency. 


To Telecast Basketball Games 


WTMJ-TV, the Milwaukee Jour- 
nal television station, will carry 
the seven Big Ten basketball 
games to be played by the Univer- 
sity of Wisconsin in Madison this 
season and three Marquette Uni- 
versity basketball games. The tele- 
casts will be sponsored by the First 
Wisconsin National Bank, Milwau- 
kee. 


Peterson Transferred 


Atley Peterson, who has been 
regional sales manager in the 
Sioux Falls region of Gamble- 
Skogmo Inec., has joined the 
company’s operating division in 
| Minneapolis. 


Reach the foundation 
of buying with 


DEPTH OF PENETRATION 


The significant thing is not how much market is covered by a certain 
medium, but how much is penetrated. THE CHRISTIAN SCIENCE MONITOR has 
unusual depth of penetration. It goes daily into homes of better than average 


“‘spendable 


income’”’ 


— income available for constructive spending — 


where the MONITOR is eagerly awaited and read with great thoroughness. 
Readers know that its advertising columns are wholly reliable; consequently, 
these men and women act upon MONITOR advertising to an extraordinary 


degree. 


Many leading retailers have told us that the customers who most often 
ask for nationally-advertised merchandise by brand name are MONITOR 
readers. May we submit a planned advertising program in the MONITOR 
for your products? THE CHRISTIAN SCIENCE MONITOR, One, Norway Street, 


News, Advertising, Boston 15, Mass. 


Readership 
Devoted to Building a 
Better Civilization 


neighbors to ‘go do likewise’. 


tising medium we use.” 


The CHRISTIAN 
SCI 


MONITOR 


ational Daily Newspaper 


Branch Offices 


ENCE 


Listen every Tuesday night to 
“THE CHRISTIAN SCIENCE MONITOR VIEWS THE NEWS” 
with Erwin D. Canham, Editor, over the ABC network 


SPEAKING OF DEPTH OF PENETRATION, HERE IS WHAT ONE ADVERTISER 
says: “I thought you would like to know how the subscribers to The 
Christian Science Monitor cooperate with advertisers... 
definite. They all seem to be glad to use our products and tell their 
We consider the Monitor the best adver- 


Results are 


NEW YORK: 588 Fifth Avenue 

CHICAGO: 333 N. Michigan Avenue 

DETROIT: 3-101 General Motors Building 

KANSAS CITY: 1002 Walnut Street 

SAN FRANCISCO: 625 Market Street 

LOS ANGELES: 

SEATTLE: 824 Skinner Building 

PARIS: 56 Faubourg Saint Honore 

LONDON, W.C. 2: Connaught House, 
163/4 Strand 

GENEVA: 28 Rue du Cendrier 


650 S. Grand Avenue 


Louis C. Boone, 
‘S. F. Examiner’ 
Ad Chief, Dies 


San FRANCIsco, Nov. 21—Louiy 
C. Boone, 57, advertising directo 
of the San Francisco Examine; 
since 1928, died suddenly here 
Sunday of a heart ailment. 

Mr. Boone started his advertis. 
ing career as a classified salesmap 
for the Kansas City Journal jp 
1910. He joined the old Chicago 
American in 1912, continuing with 
Hearst newspapers the remainder 
of his life, later serving in Detroit 
and New York before joining the 
Examiner. 

Mr. Boone was a brother of the 
late Rodney E. Boone, who formeg 
Rodney E. Boone Organization jp 
1919 to represent the Hears 
papers. His company became 
Hearst Advertising Service ‘jp 
1943, a year after his death. 


FRED P. FIELDING 


PHILADELPHIA, Nov. 21—Fred P. 
Fielding, 47, president of the Me. 
Clain-Fielding agency, died in 
nearby Abington Memorial Hos- 
pital Nov. 18 after a short illness, 

Mr. Fielding became president 
of the agency several months ago, 
after purchasing the stock of other 
officers in the company. He had 
been a vice-president prior to that, 
He was a former owner of Fact 
Finders Institute, a research or- 
ganization. 

He had spent nearly 20 years in 
advertising, having been asso- 
ciated with N. W. Ayer & Son 
Inc. for 18 years. 

Before organizing his own com- 
pany, Mr. Fielding was an account 
executive with the Neal D. Ivey 
Advertising Agency. He was also 
at one time executive director of 
the Committee for Economic De- 
velopment of Philadelphia. 


PAUL POYNTER 


St. PETeRsBuRG, FLA., Nov. 22— 
Paul Poynter, 75, publisher of the 
St. Petersburg Times since he 
bought it in 1912, died yesterday. 
Born in Eminence, Ind., he worked 
his way through Depauw Univer- 
sity as a reporter and advertising 
salesman on the community news- 
paper in Greencastle, Ind. 

During his newspaper career of 
more than 50 years, Mr. Poynter 
owned or had been financially in- 
terested in newspapers in Sev- 
mour, Kokomo, Noblesville, Sul- 
livan and Columbus, Ind.; Sara- 
sota, Clearwater, Brooksville and 
Perry, Fla., and Hickory, N. C. 

He had served on President 
Roosevelt’s 1938 Committee for 
Economic and Social Survey of the 
South; had been president of the 
Indiana Democratic Editorial Assn., 
and had served on the Indiana 
Fuel Administration. 


JOHN C. ACKERMAN 


Lonpon, Nov. 21—John Camille 
Ackerman, 70, founder of Adver- 
tiser’s Weekly and one of Great 
Britain’s pioneer advertising men, 
died at’ his Hampshire home o 
Oct. 30. 

In 1909 Mr. Ackerman started 
his advertising-journalism career 
by acquiring the monthly Adver- 
tising World. He founded Advert- 
tiser’s Weekly in 1913. Later he 
organized a series of advertising 
exhibitions which attracted the at 
tention of Lord Northcliffe. who 
appointed him to the London Times 


in 1916. 


| After World War I he became 
advertising manager of the Times 
and later associate general man- 
ager. He also founded a _ second 
publication, Modern Transport, at 
this time. 

In 1928 Mr. Ackerman left the 
Times to join with William Harti- 
son in control of the Daily Chron- 
icle, becoming vice-chairman 
| managing director of United News 
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ONE OF SERIES—Family resemblance is 
achieved in a new series of point of sale 
displays for Blatz Brewing Co. through 
consistent use of the red, white and gold 
Blatz oval. This one, combining card- 
board, aluminum foil stock and 3-color 
printing, is shipped flat and set up by 
forming the base on scored lines and 
inserting the bottle crown into the die- 
cut opening. The series was designed and 
produced by Thomas A. Schutz Co., 
Chicago. 


papers, which owned: the paper at 
that time. When the Daily Chroni- 
cle merged with the Daily News, 
he joined the board of the News 
Chronicle, but remained as man- 
aging director of United Newspa- 
pers and its associate company, 
Provincial Newspapers. 


FREEMAN M. SALTUS 

WorcESTER, Mass., Nov. 20— 
Freeman M. Saltus, 84, former 
president and treasurer of the 
News Publishing Co., publisher of 
the Labor News and six other la- 
bor newspapers and five papers for 
shops and schools, died Nov. 18 
here after a two-day illness. When 
he retired from active business last 
June, Mr. Saltus was regarded as 
the dean of labor paper publishers. 

He started the Labor News in 
1906 after working on the Wor- 
cester Telegram. He started in the 
newspaper business on the Free 
Press of Burlington, Vt., his native 
city. When he left that paper in 
1890, he was assistant foreman of 
the composing room. 


ARTHUR H. STORY 

PHILADELPHIA, Nov. 21—Arthur 
Hamlet Story, 68, a member of the 
sales staff of Story, Brooks & Fin- 
ley, newspaper representative, for 
19 years, died Nov. 16 in Presby- 
terian Hospital. 

Mr. Story had worked for the 
Philadelphia Press and was direc- 
tor of automobile advertising for 
the Public Ledger and the Record 
here. He was a member of the 
Poor Richard Club. 

Survivors include Howard C. 
Story, a brother, who is an execu- 
tive of Story, Brooks & Finley. 


JAMES P. NEWMAN 


WrnsTONn-SALEM, N. C., Nov. 21 
—James Pulliam Newman, 58, 
owner of the J. P. Newman Adver- 
tising Co. here, died Nov. 15. 


HOWARD ESARY 


Los ANGELES, Nov. 20—Howard 
Esary, 43, partner in Allied Ad- 
vertising Agency here, died Nov. 
17 in the Burbank Hospital. He 
had undergone an operation and 
was believed recovering when he 
went into a coma from which he 
did not recover. 


Appoints Zimmer-McClaskey 


Zimmer-McClaskey Advertising, 
Louisville, has been retained by 
American Air Filter Co., Louis- 
ville, to direct the advertising for 
its new consumer product, Amer- 
glas replaceable air filters. 


Vilter Appoints Tokach 


Michael F. Tokach has been ap- 
Pointed assistant general sales 
manager of Vilter Mfg. Co., Mil- 
_* He succeeds the late E. H. 


Richtield Signs TV Show 


Richfield Oil Corp., Los Angeles, 
has signed to sponsor “Success 
Story,” on KTTV, Los Angeles, 
from 9 to 10 p.m., Friday nights. 
The telecasts will show the story 
of success in industry, with view- 
ers seeing the operations of plants 
in various industries in the area. 
Hixson & Jorgensen, Los Angeles, 
is the agency. 


Chambre Appoints Rohde 


William L. Rohde, formerly in 
the New York advertising office 
of National Lead Co., has been 
named an account executive of 
Chambre Advertising Agency, Mi- 
ami, Fla. 


Appoints Frederick Ashley 


Frederick J. Ashley, who heads 
his own Chicago public relations 
concern, has been named public 
information counsel for the Illinois 
division of Civil Defense. 


Promotes Halvorsen 


Ralph E. Halvorsen has been 
named sales promotion manager of 
A. J. Lindemann & Hoverson Co., 
Milwaukee, maker of Lectro-Host 
ranges, refrigerators, home freez- 
ers and water heaters. He joined 
the company in 1944 as product 
stylist and since that time has con- 
ducted sales training courses, sales 
promotion meetings and set up 
various exhibits. 


Rose Rennekamp Retires 


Miss Rose M. Rennekamp, who 
has been advertising manager and 
grouse agent for the George 

iedemann Brewing Co., Newport, 
Ky., for more than 60 years, has 
retired. 


To Doyle, Dane, Bernbach 

Manchester Hosiery Mills has 
named Doyle, Dane, Bernbach, 
New York, to handle its advertis- 
ing and merchandising. 


FOR SALE—TRADE SHOW DISPLAY 


See it now at the New York Power Show—all this 
week, November 27 through December 2. After 
the Power Show, this display will be sold. Created 
for prominent valve manufacturer. Designed for 
20-ft. booth. Can be simply adapted for any dis- 
play use. Sure-fire crowd-puller. Elaborate light- 
ing .. . large automatic motion unit powered by 
precision Geneva-movement mechanism. Complete 
with sample showcases, built-in furniture. Phone 
or wire for details now and see it in action at the 
Power Show. Norman Malone & Associates, 605 
First National Tower, Akron 8, Ohio. 
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Newsday carried more advertising in the third 


quarter of 1950 than 


any New York City daily 


newspaper... morning or evening. 


Source: Media Records. Media Records credits Newsday with a 3rd quarter 
volume of 6,520,887 lines and a nine month volume of 20,166,963, but News- 


day linage in the two tables herein has been 


At i | it +} 
i to 


te double 


count of General, Automotive and Classified linage by Media Records. 


brie e, 


Alicia Patterson, Editor and Publisher + Executive Offices, Garden City, Long Island, N.Y. + Represented-Nationally by Kelly-Smith Company 
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Locally, during the last three years, the three big 
years in the Nassau-Suffolk boom, Newsday 
gained 8,943,547 lines while the Nassau Daily 
Review-Star dropped 435,629 lines. 


: Jan.-Sept. ‘50 Jan.-Sept. ‘47 Gain or Loss 
Newsday 15,582,666 6,639,119 8,943,547 Gain 
Review-Star 5,395,432 5,831,061 435,629 Loss 
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Committee of U.S. Admen Named to Boost | aeene King Woodbridge, TV u ority $550 weekly for seven events af Jng 
International Ad Conference in England president, Dictaphone Corp. : oo an aes — playte ' 
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BECKETT—the good-looking, long-wearing 
cover stocks which have long been the first 
choice of admen and printers everywhere. 
13 colors, 9 finishes, to choose from in the 
BUCKEYE line; 10 colors, 9 finishes, in the 
lower-priced but very attractive BECKETT line. 
New sample books on request. 
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Instructions on How 
to Brew Tea Going 


on Most Packages 


Cuicaco, Nov. 20—The correct 
way to brew tea, which is being 
widely publicized through the 
campaign of the Tea Council 
(AA, Oct. 23), will also be given 
a push by the inclusion of direc- 
tions for proper preparation on the 
packages of the leading tea brands, 
Richard N. Heath, executive vice- 
president of Leo Burnett Co., told 
the Agate Club today. 

He displayed a new package for 
Tender Leaf tea, the Standard 
Brands product, which already 
carries the story, told as in the 
advertising, in the form of a jingle, 
and said that other advertisers are 
planning similar additions. Hereto- 
fore, no uniform method of brew- 
ing tea has been promoted by the 
packers. 

Mr. Heath added that the key 
theme of the Tea Council campaign, 
getting out from under pressure, 
will also be featured in a number 
of individual company programs. 


s An interesting feature of Mr. 
Heath’s talk was a chart showing 
the growth of association advertis- 
ing, intended to promote an in- 
dustry objective, rather than an 
individual brand. The number of 
associations and the amounts spent 
for consumer advertising were 
given as follows: 


Number Year Amount 
15 1916 $ 471,800 
24 1940 5,123,816 

120 1949 25,585,402 

Dry Milk Group Suggests 


Ad Program to Bakers 


The American Dry Milk Insti- 
tute, Chicago, has published two 
bulletins showing bakers why and 
how to advertise their bread. The 
first bulletin, called “Sales Slants 
for the Baker,” summarizes what 
bakers gain from the use of six 
parts of nonfat milk solids for each 
100 parts of flour in white bread. 
The second bulletin follows up the 
first to show the baker how he can 
capitalize on these advantages. 
Nine forms of advertising are rec- 
ommended in this bulletin, with 
emphasis on newspaper ad prepar- 
ation. Suggested radio scripts also 
are included. Direct mail, posters, 
car cards are covered briefly. 


Canadian Photoengraving 
Concern Appoints Three 


Photo Engravers & Electrotypers 
Ltd., Toronto, has announced the 
following new appointments. G. C. 
Gardiner, who has represented the 
company in Toronto for 14 years, 
has been promoted to general sales 
manager. Gordon M. Miller, Mont- 
real representative, has been 
transferred back to Toronto to 
handle several accounts. W. J. 
Easton has been appointed adver- 
tising art director. G. L. Gardiner, 
vice-president in charge of sales, 
ls retiring, effective Dec. 1, after 
34 years with the company. 


Biow, Hollywood, Names 5 


Roland E. Jacobsen, formerly 
with Ruthrauff & Ryan, Los An- 
geles, has joined the Hollywood, 
Cal., office of Biow Co. to serve 
on the Maier Brewing Co. account. 
John Christ, with J. Walter 
Thompson Co. for 20 years, has 

m named in charge of radio 
and TV production on the account. 
La Rue Wilkinson, formerly with 
United Air Lines, has joined the 
Service department. E. Williams, 
formerly with Ruthrauff & Ryan, 
has been appointed head of a new 
art and production department, 
and Avis Philbrook, formerly with 
W. Earl Bothwell Inc., has been 
made time and space buyer. 


Rodger Joins Perrygrat 


J. M. Rodger, formerly vice- 
president in Chicago of the Mc- 
Graw-Hili Publishing Co., and 
more recently an executive of the 
Chicago Fair, has joined the Perry- 
staf Corp., Maywood, Ill. The com- 
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IN CASE—Flobar detergent is ready for 

worriers who want to be prepared for 

A-bomb contamination. The ad appeared 
in the Nov. 20 issue of Life. 


Food Advertisers 
Get Free Plugs on 
Penny Pruden Show 


CINCINNATI, Nov. 22—Penny 
Pruden, who conducts daily cook- 
ing shows on WCPO-TV here, has 
developed a menu suggestion sys- 
tem that can hardly fail to please 
food advertisers. 

Several food companies and their 
agencies have been surprised to 
find that Miss Pruden has been 
giving them free advertising on 
her program. 

Here’s what she does: When she 
prepares a new menu, she uses a 
suitable newspaper or magazine 
ad to show viewers what she plans 
to cook. Ads are by any company 
whose product or ad illustration 
fits in with what her program for 

the day concerns. 

| Miss Pruden, who has conducted 
| her TV kitchen shows for a year 
|and a half and has handled radio 
commercial programs for five 
| years, has this gratuitous sugges- 


tion for agencies: Make it a prac- 
tice to send ad illustrations to TV 
cooking shows as suggestions for 
programs. 


Hotpoint Pushes Dishwasher 


Hotpoint Inc., Chicago, this 
month launched a campaign di- 
rected at the men for its automatic 
dishwasher. The theme of the drive 
was “If men did the dishes, your 
home would have a Hotpoint auto- 
matic dishwasher.” Color spreads 
appeared in Business Week, News- 
week and Time. A b&w newspaper 
version of the ad was carried in 
the Chicago Journal of Commerce 
and Wall Street Journal. Maxon 
Inc., Detroit, is the agency. 


Appoints Vincent Oatis Jr. 


Vincent P. Oatis Jr. has been 
appointed assistant manager of 
electrical busway and underfloor 
raceway sales for National Elec- 
tric Products Corp., Pittsburgh. 
He was with I. A. Bennett & Co., 
Chicago, former midwestern sales 
agent for National Electric ma- 
terials, until last May when Ben- 
nett was purchased by National 
Electric. 
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Roever Joins Judicial 


Charles S. Roever, formerly as- 
sociated with Newsweek, has 
joined Judicial Printing Co., New 
York, as head of the sales promo- 
tion and advertising material de- 
partment. 


Saunders Joins Reilly 


William A. Saunders, formerly 
with New York Electrotyping Co., 
has joined Reilly Electrotype Co., 
New York, to direct activities of 
the Reilly westside branch. 


Did Profitable Hobbies 
PAY FOR YOU? 


The answer is “Yes” IF 
you wereamong the 200 
mail order advertisers 
who ran keyed copy in 
July Profitable Hobbies. 
It’s high time you dis- 
covered this profit pro- 
ducing mail order mag- 
azine! 100,000 ABC! 
Write for sample copy 


PROFITABLE HOBBIES 


728 HOBBIES BUILDING, KANSAS CITY 16, MO. 


quiries ever 
received from 
any magazine.”’ 
, Frank Linker 

Pennsylvania 


pany makes visual demonstrators, 
slide charts, etc. 


PUT THIS BRIGHT SPOT IN YOUR I95I ADVERTISING PLANS 


“How can we make our advertising bring in more sales?”” When that 
question comes up at the advertising budget meeting, Trade Mark Service 
in the ‘yellow pages’ is the answer that means a brighter sales picture. 

Trade Mark Service is the dealer identification plan that lists your 
local outlets in the ‘yellow pages’ of the telephone directory under your 
trade-mark or brand name. 


FOR FURTHER INFORMATION, CALL YOUR LOCAL TELEPHONE BUSINESS 
OFFICE OR SEE THE LATEST EDITION OF STANDARD RATE AND DATA 


After your advertising has caught a prospect’s eye and convinced 
him your product is the one he wants, Trade Mark Service will direct 
him to WHERE your product is sold. This service is available in selected 
local markets or in all 32,000,000 directories all over the nation. 


Give your national advertising campaign local pull. To introduce more 
prospects to your dealers— to cut down substitution . . . include Trade 
Mark Service in your 1951 advertising plans. 
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CHRYSLER'S ‘TECH’—The character with the frog voice, who appears in Chrysler 

si Corp.’s Master Technicians Service Conference slide films, celebrated his third 

_& birthday with a ventriloquism act on the knee of Floyd Buckley, radio actor who 

provides his voice. W. B. Rice, director of service for Plymouth, is the interested 

spectator. Tech’s birthday was the occasion for a party given by Ross Roy Inc., 
Chrysler agency, at the Detroit Athletic Club. 


SPORTSCASTS LAUDED—Bill Schroeder (left), managing director of the Helms Athletic 

Foundation, presents an award to.Harold R. Deal (right), vice-president and mana- 

ger of advertising and promotion for the western division of Tide Water Associated 

Oil Co., and Frank Casey, of Tide Water’s Los Angeles office. The award is “‘in 

recognition of noteworthy contributions to college football, 1925-1950.” Tide Water 
broadcasts 100 or more college football games every season. 


treasurer; Charles Williams, secretary; Ed Dodd, creator of the tree St. 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


Fly United 


CHICAGO 642 hrs. nonstop 


HAWAII .) NEWYORK Phes.siminOnestop 4 


(PACIFIC OUTDOOR | 
SS ene rr 


THREE DIMENSIONAL—A 17’ plywood cut-out of a DC-6 Main- display in the Los Angeles area. N. W. Ayer & Son designed 
liner 300 is used in this United Air Lines painted bulletin on the bulletin, which will be used in other West Coast cities, 


SPORTS-TALK—Matty Bell (left), athletic 
director of Southern Methodist University, 
makes a guest appearance in Houston on 
DuMont Sportfolio, emceed by Lloyd 
Gregory (right), general manager of the 
Houston Post. The Gregory show is spon- 
sored by J. A. Walsh & Co., DuMont 
distributor, produced by Chuck Billing & 
Co., and aired on KPRC-TV. 


ce ae 


ple el 
TIDE CHANGE—Procter & Gamble has 
added “with or without” panels to its 
Tide package, and on the reverse side, 
gives directions for washing without rins- 
ing. The new package will have nation- 
wide distribution in December. 


HEAD ATLANTA ARTISTS—Here are the officers of the newly cartoon strip, “Mark Trail”; Harald J. Torgesen, president; Mar- 
organized Art Directors Club of Atlanta with the cartoonist who shall Lane, Ist vice-president; and Harold Sheffield, 2nd vice- 
spoke at their first meeting. Left to right: Arthur Swanson, president. The club’s headquarters are located at 223 Peach- 


AYER, STEINWAY CELEBRATE—Executives of Steinway & Sons and N. W. Ayer & 

Son celebrated the longest continuous client-agency relationship on record with « 

50th anniversary dinner in New York. Shown here, comparing 1905 and 1950 ads, 

are William L. Steinway, vice-president; G. M. Lauck Sr., executive vice-president 
of Ayer; and Theodore E. Steinway, president of Steinway & Sons. 


JAYCEES’ CHOICE—“Miss Radio St. Louis,” chosen by the St. Louis Junior Chamber 

of Commerce in observance of National Radio Week, is Dee Kasparek, a member 

of the accounting department staff at Station WIL. At left is Robert M. Hethering- 

ton, vice-president and general manager of the station, and at right, William Curran, 
president of the Junior CofC. 


FUTURE PLANS—Sylvester Morey (right), president of Morey, Humm & Johnstone, 
discusses future ad plans for the Movie Advertising Bureau with W. Hardy Hendren 
Jr. (center), president of United Film Service Inc., Kansas City, Mo., and Carl Mabry; 
president of Motion Picture Advertising Service Co., New Orleans, in connection 


with the agency's reappointment by MAB. 
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Who's Most Important? 


That’s a dangerous question to try to answer. 


It may seem apparent that certain men are the 


most important buying influences for a product. 


But industrial buying is group buying. The final 
decision on a purchase is rarely made by one 
man. Invariably there are a number of officials 
in any plant who must approve before a sale 


will “‘stick.”’ 


In many cases, the most important man to you 
may be someone you and your salesmen have 
never seen. But he’s the one who shakes his head 
and says, “Never heard of that product”... or 
... ‘‘Let’s buy from X Company—I know their 


line is good.” 


Reaching and influencing these unknown men is 
the job of industrial advertising. If advertising 
has done its job, the men who make up the 
buying team will know about your products... 


and they'll have a favorable impression of them. 


That’s why a well balanced advertising schedule 


is made up of publications which cover all the 
different buying factors for a product. Here’s how 


Penton publications fit into that kind of program: 


Advertising in STEEL can help you to influence 
more than 100,000 metalworking executives. 
These are the management, production, engi- 
neering and purchasing officials who control the 
buying in the plants which do over 90% of all 


metalworking business. 


NEW EQUIPMENT DIGEST can introduce 
your product to 200,000 men in over 40,000 
different plants, giving you broad coverage of 
industrial buying power. Advertising in 
MACHINE DESIGN will give important 
emphasis to your product story with hard-to-see 
engineers. FOUNDRY will carry your story to 
45,000 foundrymen who make the purchasing 


decisions in this important market. 


Advertising that reaches all members of the 


industrial buying team is one of the soundest 


sales investments a company can make. 


PUBLISHING 


™ PENTON company 


PENTON BUILDING « CLEVELAND 13, OHIO 
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Baker Joins Colorado CofC 
E. Robert Baker has joined the 


staff of the Colorado State Cham-| 
ber of Commerce, Denver, to han- | 


dle public relations for a 10-point 


, industrial development program 


aimed at integrating new demands 
of the defense effort. Mr. Baker 
also will be in charge of financing 
the expanded program. 
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Where do IOWA) farmers 
look for information on 


Farm Machinery? 


For Latest Authentic Information 
Write IOWA FARM & HOME REGISTER 
Des Moines 4, lowa 


* 


| Final State Bulletins 
| Offered on Business Census 


| The Bureau of Census, U. S. De- 
partment of Commerce, is now 
printing the final 1948 Census of 
Business State Bulletins, covering 
business activities for up to 89 
kinds of retail trade, 70 kinds of 
wholesale trade and 116 kinds of 
service and repair trades. The fi- 
nal bulletin in the series is sched- 
se for publication by the end of 

Each bulletin will contain in- 
formation on the number of es- 
tablishments, sales, employment 
and payroll, number of proprietors, 
and other measures of marketing 
activity. An order form may be ob- 
tained from the superintendent of 
documents, Government Printing 
Office, Washington 25. 


Radio, TV Meet Scheduled 


The annual convention of the 


| Western Radio and _ Television 


Conference will be held March 2-3 
in Hollywood. Convention chair- 
man will be William Sener, man- 
ager of KUSC and radio director 
of the University of Southern 


California. 


Penetration 


in the 


Medical Market 
» 95%, the Doctors read 


Modern Medicine 


» 83% pay attention to the advertising 


in Modern Medicine 


Modern Medicine is 


® THE ONLY publication that reaches 


ALL practicing physicians in the 
United States under 65 years of age 


For the 9th consecutive year, Modern Medicine 
has carried more advertising than 

any other monthly or semi-monthly medical 
publication in the world. 


MODERN MEDICINE 
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The Creative Wans Corner 


The occupant of this Corner, who can stomach a lot, has 
suffered a considerable amount of indigestion recently over 
the manner in which the controversy that has been raging 
concerning color TV has been carried on—despite the fact 
that this might better be considered the province of the in- 
dividual who conducts The Eye and Ear Department. 

Now, however, a group of television manufacturers steps 
in with a full-page newspaper advertisement—apparently 
part of an announced $2,000,000 campaign designed to induce 
the public to continue buying television sets despite the im- 
minent possibility of color TV and the recently imposed 10% 
tax. And it is certainly within the province of The Corner to 
appraise such advertising. 

Your correspondent waited a few days before re-reading 
this first effort on the part of the television manufacturers 
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in order to see if it might have less of an adverse reaction 
upon him on second reading. It didn’t. 

The Corner, who has a child of television age himself, not 
only personally resents this appeal to paternal interest but 
cannot imagine how anyone with a child of his (or her) 
own could possibly bring himself (or herself) to write such 
a patently insincere piece of copy. Suggesting that a child 
will be socially ostracized because his parents don’t own 
a television set is stretching things just a bit far. 

Quite obviously a number of shrewd brains sitting around 
a conference table decided that Appeal A—Interest of Par- 
ents in Their Offspring’s Welfare—was a sure-fire appeal 
to use; and decided, in addition, to employ it with all stops 
pulled out. 

What the occupant of this Corner would like to know— 
as a parent and as a reader of advertising—is this: Has the 
advertising profession got itself so wrapped up in formulas 
and techniques that it forgets an advertisement is a mes- 
sage addressed, not to a classifiable thing called a “market” 
or an “audience,” but to an individual human being, who sits 
down or stands up in the subway in the privacy and intimacy 
of his own thoughts, to read a communication presumably 
printed and paid for to bring him information about products 
or services intended to help him live his life better or more 
conveniently or with more satisfaction? 


Have the boys on Madison Ave. and Michigan Ave. gotten |@ 


themselves so wrapped up in statistics and research data that 
they have overlooked the simple fact that advertising is 
“salesmanship in print”—is one mortal talking to another in 
human and believable terms and not a propaganda artist 
paid to repeat and repeat a particular line regardless of its 
believability? 

Or has advertising no concern with whether the statements 
it makes are within the bounds of reason and credibility 
or not? 


ductions, New York. George Justi 


84 South Tenth Street, Minneapolis 3, Minnesota 


New York: 50 East 42nd Street 
Chicago: 20 North Wacker Drive 

San Francisco: Mills Building 

Los Angeles: 2978 Wilshire Boulevard 


% Study conducted by National Analysts, Inc. — Copy on request 


| Jerry Fairbanks Names 5 


Joseph M. Barnett, formerly in 
charge of radio and television for 
National Concerts & Artists; Wil- 
liam H. Groody, formerly eastern 
director of talent and television 
packaging for the Sam Jaffee 
Agency; James V. Boyle, formerly 
}a sales promotion executive for 
| RKO, and Robert Brilmayer, for- 
/merly head of the Ted Nemeth 
Studio, have joined the eastern 
| sales staff of Jerry Fairbanks Pro- 


has been named production mail 
ager of the New York studios. 
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NEW SUBSCRIPTION ORDER FORM 
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Labor Abandons Plans | 
to Sponsor Radio Station 

| Organized labor in Minnesota 
has given up plans for a labor- 
sponsored commercial radio sta- 
| tion (AA, Oct. 30). United aes 
casting Assn. Inc., organize oO 
oe 27-2" ——- rn wae operate the station, will be dis-| 
ee : solved in December and funds in- 
tae 20, 1951. Southwestern Assn.| vested returned. 
Be ertising Reunite, “Baker Hotel,| The station’s manager, Gerald | 
: Cohen, recently resigned follow- | 
Jan. 22-23, 1951. Assn. of Railroad Ad-| jing controversy over fund raising 
giising Managers, St. Augustine, Fla. | nolicies. The station had collected | 
Jan. 22-24, 1951. Newspaper Advertising | only a few thousand dollars in its | 


becutives Assn., Edgewater Beach Ho-| campaign to raise $350,000 for the | 
Pied. 12-13, 1951. Inland Daily Press| Station. 


»., midwinter meeting, Congress Ho- } 

, Chicago. Will Sponsor Holiday Shows 

Feb. ae a br tail Lutheran Laymen’s League, St. 

hers eg ~| Louis, will sponsor holiday pro-| coh S . 
a rence, Penn Harris Hotel, Har grams over the American Broad- rich San Gabriel Valley. 

April 3-4, 1951. Point of Purchase Ad-| casting Co.’s television network, 


ertising Institute, annual exhibit and| starting with Thanksgiving Day, | P ASADEN A 


mposium on store display advertising, | 2:30-3 p.m., CST. The programs, | e g x - 
faldorf-Astoria, New York. which will combine live and film, | i Aa tyr T A R = N E W ~ 
: etic.” Pome a will include telecasts on Christmas| CARN MG : ie. 
wer ardman Park Hotel, Washington,| Day, Easter Sunday and New Re oo e's ‘Bag THE NEWSPAPER OF THE SAN GABRIEL VALLEY 
J , | ~ — 
D.C. Year’s Day. Each will be a half- 
June 17-21, 1951. Advertising Assn. of| hour program. The league’s agency | 
be West, annual convention, Cosmopoli-| jg Gotham Advertising, New York. | 
Hotel, Denver. 
June 24-28, 1951. Assn. of Newspaper 
Massified Advertising Managers, 3lst an- 
convention, Mount Royal Hotel, 
patreal, Can. 
Nov. 26-29, 1951, Financial Public Re- 
tions As.n., annual convention, Holly- 
pod Beach Hotel, Hollywood, Fla. 


wt Lonmin Dutt. 


* Merchandising spirit of the Pasadena Star-News. 


* Builder of Enthusiasm among Retail Store per- 
sonnel. 


* Winner of the 1950 California Newspaper Adver- 
tising Managers Association First Place Trophy for 
the best merchandising service to National Adver- 
tisers by a California Newspaper of over 10,000 
circulation. 


LEMMIE DUITT has a “Tailor Made Plan” that will 
sell your product in Pa.adena and the 


Represented nationally by CRESMER & WOODWARD, INC. 


BATTEN, BARTON, DURSTINE & OSBORN, Inc. 
Advertising 


NEW YORK + BOSTON + BUFFALO * PITTSBURGH * CLEVELAND + DETROIT 
CHICAGO * MINNEAPOLIS * SAN FRANCISCO * HOLLYWOOD + LOS ANGELES 


[V Sells Apples 
und Apple Slicers 
on the West Coast 


SEATTLE, Nov. 21—A TV success 
h the Seattle area recently was 
he collaboration of the Washing- 
on State Apple Commission (Wen- 
chee) and Bee Donovan over 
tation KING’s “King’s Kitchen.” 
The result, during a two-week 
period of one-minute demonstra- 
tions, Was the sale of 1,300 apple 
slicers. 

A similar 13-week campaign 
a year ago in Los Angeles, where 
TV stations and receivers are more 
numerous, resulted in sales of 13,- 
000 slicers. 

The commission, for three con- 
ecutive years, had been trying 
0 stimulate apple sales by selling 
icers. The results were anything 
but startling until this year when, 
for the first time, the commission 15th BIRTHDAY 


fied TV. Considering that Seattle 
_ only one TV outlet and, there- CUTTING THE birthday cake at the 663rd broadcast FOR 33 OUT of the last 35 years—including 1946, 
im ® corresponding limitation in of "Cavalcade of America" (Tuesdays, NBC) is Miss 1947, 1948, 1949, and the first 10 months of 1950 


he number of receivers, the com- 


hission hit the jack pot. Alice Crocker, Du Pont employee. Basil Rathbone —tThe Saturday Evening Post has carried more 
Commenting on the success of looks on. The Du Pont series has received many advertising in its pages than any other consumer 
ihe TV campaign, Harold E. Cop- awards, most recent being a citation from the magazine. This weekly campaign of pages and 
fle, secretary-manager of the com- American Legion Auxiliary for a program tending spreads in newspapers and trade publications tells 
tission, said it “was the most "to inspire listeners towards high ideals of why...explains how the Post gets to the heart 
maenomenal response’ received citizenship"...while giving "happiness and fun." of America and what that means to advertisers. ' 


fom any medium. The promotion 
as handled by J. Walter Thomp- 
bn Co. 


few 


estock Show Set for TV BL 7! sorent heovey wth har 
" : a Sutomatic gas range” 


The International Livestock Ex- 
sition, being held Nov. 25-Dec. 2 
m Chicago’s International Amphi- 
heater, will be telecast via a full- 
our special edition of the “Na- 
onal Farm and Home Hour,” 
ponsored by Allis-Chalmers Mfg. 
®., Milwaukee. The show will be 
flecast on Nov. 28 on the NBC in- 
erconnected network, 3-4 p.m., 

T. The “National Farm and 
ome Hour” is regularly heard on 
BC-AM each Saturday. 


Miters Ad Info Reprints 
Schuyler Hooper Co., 12 E. 41st | 

pt. New York 17, is offering with- | 

put charge a series of 812x11” re- | 

prints on what to do about adver- | 

using when you are sold up to | 

he hilt, when to stop it, and what | z 

Obs to assign to it in a sellers’ | fk: anh a 

arket. This series is devoted spe- | WESTERN. STYLE 


FAST MINUTES — 


Bally to oye advertising prob- ; 
as confronted business ex- , r - 
pCutives in 1941-45. DEALERS LIKE these 1000-line newspaper ads which SOME OF the fastest-moving one-minute spots in TV 


| 


Pacific Gas & Electric Company, a client of BBDO are used by D. L. Clark Co., BBDO Pittsburgh 
0ins Ceci] & Presbrey | San Francisco, runs in California dailies to client, to publicize its famous Clark Bar in 30 
ary Grosvenor Ellsworth, for- | help them sell appliances. The friendly cartoons, markets. Film subjects include the Clark Kids 
ey. — Compton Advertising lively verse and chatty service column combine Show featuring talented small fry, and an j 
ihe ie deeetmunt' et Cams| to make the series as helpful and informative as animated Clark Bar performing delightfully 
pesbrey, New York. Miss Ells- it is easy to read. In a competitive market, this © impossible acrobatics. Theme is "The Center of 
perth at one time was food editor | advertising is making itself felt, is winning awards. Attraction for Real Candy—Eating Enjoyment." 


ad Beautiful and Calling All 
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_issue devoted to interiors of Can- | ae 
adian homes. Also included in the | 


package are display cards, cover 


What Clients Expect 


Along the Media Path 


enlargements, publicity releases, 
newspaper mats and radio com- ptep see i ag words to ten 
- mercial copy. About 55,000 reprint + gas rgd tency “big,” 
e Six radio stations and seven Awards also were presented to copies are expected to be ordered. To startle every eye. 
agricultural publications have re- Farm Implement News; “The Of course the setting must be lush, 
ceived public service awards from Kraftsman,” a publication of Kraft | @ Saturday Review of Literature ya oozing with pr tery 
the National Safety Council for| Foods Co.; Michigan Farmer;| kicked off an advertising and pro- Throw in a dog or buxom babe 
their activities on behalf of farm | Minnesota Farm Bureau News;|™otion campaign for its Jan. 13 To glamorize the deal. 
safety during National Farm Safe- Nebraska Farmer; Ranch & Farm| issue with a half-page ad in the Leave lots of white space, lots of air, 
ty Week this year and the preced- World, and Southern Planter. Nov. 14 New York Herald Tribune. And play the price up bold, 
ing 12-month period. The issue, devoted entirely to Be sure to show the Good House seal, 
Stations cited by the council e “Portfolios of Interiors,” a new | “America and the Mind of Europe, Its story must be told. 
include KUOM, St. Paul; KUSD,| furniture and home furnishings| Mid-Century,” will discuss the The trademark should stand up and shout 
Vermillion, S. D.; WIBX, Utica,| promotion package produced by| question of whether America or Its name to all the world, 
N. Y.; WNAX, Yankton, S. D.;| Canadian Home Journal, includes | Russia is winning the war of ideas. | And at the end for quick response 
WSJS, Winston-Salem, N. C., and! bound reprints of the publication’s | : ; A coupon lies, unfurled. 
WTIC, Hartford, Conn. | 28-page section in the January| @ Newsstand circulation of True ‘ae 
for the first six months of 1950 In case you think that this a cinch is, Iss 
was 1,262,323, an increase of 231,- The space allowed is four square inches! sl 
862 over the average newsstand | —Marian MILLs, against 
sale during the first half of 1949. Triangle Advertising Agency, Chicago. This eic 
Big 0 Fawcett Publications, which hap-| Poetic comments are welcome from readers, but AA does not pay for tributec 
a aa | pily announces the rise, contends | verse. by Eins 
Oo N TH E * S PO T that this is the greatest newsstand 
; = sales gain of any magazine in the = 
country and says it puts True in| stand sales as anticipated. William| e The News, Jackson, Miss., is Pub! 
the number nine spot -among all| yon Zehle & Co., New York, is convinced that its special 112- 
magazines in newsstand sales. handling the promotion. page annual cooking school and {C 
. Fawcett also cites ABC state- fall festival issue Oct. 1 set anew | 
4 ments for the first six months of| @® “This is a Horsefeather,” says| record for grocery advertising Succ 
on sini ES this year to support its contention | Station KIZ, Oakland, in a new) linage published in a single issue 
e that five of its magazines now rank | mailing to advertisers and agen-| of a newspaper. The issue con- NEw 
among the 28 largest newsstand | cies, “for use when radio stations| tained a 44-page section with 73,- | ment 
sellers in the country. They in-| send you costs per 1,000 listeners.” | 444 lines of grocery advertising | radio r 
clude True Confessions, seventh;| The letter says that the “horse-|and 15,788 lines of advertising | sation 
PONTIAC STUDIOS develop True, ninth; Motion Picture, 21st;| feather” attached to the page “is ae by home appliance and | cordin; 
: P Mechanix Illustrated, 25th, and especially valuable on cost per 1,000| furnishings retailers—a total of | last w 
etter tin = me na while cane merchendice ad Today’s Woman, 28th. reports which leave out the most | 89,852 lines of advertising in the | preside 
models are still in our studio. There's no waiting a week important listening hours—like 7| section. York’s 
or ten days to see the finished color transparency. e Early this month, Station KICD, |. to 10 p.m.” “The 
i ; Spencer, Ia., dedicated its new e@ Though Holiday will hit a new | this fa 
“" GR core een. be mode Smaneatanety, brick, steel and concrete head-| e Women’s Wear Daily explains| high in advertising revenue this | “when 
avoiding additional set-up expense or re-hiring models. quarters with a builders’ preview} how toilet goods manufacturers| year, it is still uncertain as to | accept 
Use PONTIAC'S photographic service for copy program, and followed it a day|may obtain more display space,| whether the Curtis publication will | sorshix 
photos, prints, stats or enlargements. You'll receive later with a grand opening broad-| better traffic position and more/end up in the black at the end of | Friend 
b li ail t tistaction — FASTER! cast. The station’s former building | promotional effort from depart-' the year. annour 
per quemy © ar een burned to the ground on Easter. ment stores in a new seven-page| Total advertising revenue this } directi: 
booklet, “Keep the Goods Moving.” | year will top $4,000,000, with a 4 the ust 
S 1X UNIFIED SERVI CE S e Liberty is using a series of spot record December issue bringing in } be inc 
announcements on 40 stations in| e “Inside Story” is the title of a| $505,623. This compares with $3, | mood | 
COLOR PROCESS © ENGRAVINGS © PHOTOGRAPHY |New England, Middle Atlantic | new, ety = two-color ee psy te and $473,161, respectively, » it 
states, the Midwest and the South | on behind-the-scenes operation of| for last year. refusec 
ARTWORK ° TYPOGRAPHY , ELECTROTYPING to promote the feature article in | | various hotel departments issued Holiday has been coming closer | series.’ 
the Nov. 15 issue: “Will the Pope| by Hotel Management. Annual| to the break-even point for several The 
ENGRAVIN G & Move the Vatican to America?” A| food and equipment needs are| years, with many issues in the | the pr 
ELE CTR OTYPE re re} circulation development test, the; described, and the personnel re-| black and many in the red. The | reques 
” campaign will be run on a contin-/| sponsible for purchases are identi- | December, 1950, issue is the largest | 16 Su 
812 W. Van Buren Street * HA ymarket 1-1000 * Chicago 7, Ill. | uing basis if the spots build news- fied. one to date in the magazine’s five- | by sub 
year history. he wis 
To «¢ 
e Space salesmen for the Portland | 2,000 li 
Journal now carry a new card | haven 
showing how to convert adver- | cial rev 
tising space from lines to inches | have b 
(the paper’s advertising is sold | Subscr 
by lines but billed by inches). The | ceived, 
cards have been distributed to all 
Journal advertisers. a “Thi 
success 
e In its Nov. 12 edition, the Nash- | rac 
ville Tennessean included a spe- | ‘lared. 
cial 44-page standard size section | # new 
on the trucking industry in Ten- | &amm 
nessee, its history and develop- | ®t up 
. ment. The section, said to be one The 
of the largest of its type ever pub- the we 
lished by a metropolitan daily, | Ameri 
contains editorial material and ad- J bas de 
vertising placed by various truck | hardly 
You've heard it before and you'll hear it again lines and allied industries in Nash- } °rches 
. “There's no substitute for experience.’ An ville, Chattanooga, Knoxville, dy 
ever-increasing group of film users is learning Memphis and Kingsport. iemoh 
that thirty-seven years of Atlas know-how is an e The New York Amsterdam | ‘Sut to: 
important factor in the production of top quality News, 41-year-old Negro newspa Bees 
motion pictures, sound slidefilms, and TV com- per, is revamping its style, format “We 
7 * if ‘ and objectives. It will shift its ap- : 
mercials. With complete creative, photographic, proach from the “Hearst type of contin 
recording, and laboratory facilities under one sensationalism” to the “World- ae 
roof, we are equipped to handle any job, large Telegram style.” Stanley Ross, for- music 
‘ i eet merly editor and publisher of the 
or small, with speed and efficiency. Your inquiry Wilmington Star, has been named — 
is invited. managing editor. ate te 
The paper also plans to develop want 
the national edition of the News, partic’ 
issued in tabloid form, into a sort terest 
, - of national Negro magazine and way 
ortalte will extend its New York and} 
Of Cf? Brooklyn edition coverage to NeW} in per 
England. 
New features and sections will Alvin 
. 1111 South Bivd., Oak Park, Illinois . 228 N. LaSalle St., Chicago accent coverage of labor news, Alvi 
Edelweiss Established 1913 news of the New York West India®§ jqan. 
community, educational news and ates, hb 
the paper also will include articles§ Agenc 
by well-known Negroes. Bidg., 
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MISS RHEINGOLD—Making her final 

appearance for 1950, Pat Burrage poses 

against a New York skyline backdrop. 

This eight-color center piece, to be dis- 

tributed the week of Nov. 27, was made 

by Einson-Freeman for Liebmann Brewing 
Co., New York. 


Public Sponsorship 
of Concerts Was a 
Success, Says WABF 


New York, Nov. 21—An experi- 
ment in public sponsorship of 
radio programs over a commercial 
station has proved successful, ac- 
erding to a statement released 
lat week by Ira A. Hirschmann, 
president of WABF, one of New 
York’s key FM stations. 

“The experiment began early 
this fall,” Mr. Hirschmann said, 
“when a decision was made not to 
accept regular commercial spon- 
sorship of the 15th annual New 
Friends of Music concert. Instead, 
announcements were _ broadcast 
directing attention to the fact that 
the usual radio commercials would 
be inconsistent with the tone and 
mood of the concerts. The public 
was informed that WABF had 
refused to accept a sponsor for the 
series.” 

The public was asked to sponsor 
the program. Each listener was 
requested to support the series of 
16 Sunday afternoon broadcasts 
by subscribing as much money as 
he wished. 

To date, Mr. Hirschmann said, 
2,000 listeners have subscribed and 
have made up 90% of the commer- 
cial revenue which normally would 
have been received by the station. 
Subscriptions still are being re- 
ceived, he added. 


« “The experiment is the first 
successful one of its type conducted 
on radio,” Mr. Hirschmann de- 
clared. “It points the way toward 
anew type of public service pro- 
gramming that will not be depend- 
ent upon commercial whim. 

“The plight of radio today forces 
the worst type of mediocrity upon 
American listeners. The situation 
has deteriorated to the point where 
hardly a single major symphony 
orchestra program has maintained 
its position in Class A radio time. 
Each one of the major network 
symphony music shows has been 
cut to the bone, drastically reduced 
in budget and moved to less de- 
sirable time. 

“We here at WABF intend to 
continue this line of experimenta- 
tion. We feel that it should be ex- 
tended beyond the field of classical 
music into lecture series, dramatic 
presentations, and similar pro- 
grams. The listeners will then be 
able to support the programs they 
want, and actually feel a sense of 
Participation and a proprietary in- 
terest in them, in much the same 
Way they support the various 
shows and concerts they attend 
in person.” 


Alvin Jatte Opens Agency 


Alvin Jaffe, formerly vice-pres- 
Ident of B. E. Fischbein & Associ- 
ates, has formed Jaffe Advertising 
Agency, with offices at 533 Palace 


idg., Minneapolis. 


Runs Special Beer Ads 


Coast Breweries Ltd., Vancouver, 
B. C., is running special ads in 
weekly and daily newspapers 
throughout British Columbia, tell- 
ing of the company being awarded 
the first prize, “Star of Excel- 
lence,” for its Lucky Lager beer 
at the International Food Institute 
Exhibition in Brussels. O’Brien 
Advertising, Vancouver, placed 
the ads for Coast Breweries. 


McCann Appoints McClure 


Donald N. McClure, supervisor 
of television production at N. W. 
Ayer & Son, will join McCann- 
Erickson, New York, as manager 
of radio-TV production Dec. 1. 
Previously a director and pro- 
ducer-writer at Young & Rubicam 
and J. Walter Thompson Co., Mr. 
McClure had been with N. W. Ayer 
for six years. 


‘Men’s Wear’ Raises Price 


Men’s Wear, published by Fair- 
child Publications, New York, has 
increased its domestic subscription 
rate from $3 to $4 a year, with 
two-year subscriptions selling for 
$7. 
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. If Your Goods Are Sold Through Stores. 


Brings Business 
‘‘Invisibles”’ Into 


Sharp Focus 


ACB reads every advertisement 
published in the 1,750 daily and 
Sunday newspapers of the U. S. 
and can furnish you with any 
information therein. 

For example, here is a prime 
source for knowledge of distrib- 
utor and retail trade connections. 
... here you can tell exactly how 
your dealers are cooperating with 
you as compared with your com- 
petition. Here is the source for 
new products offered .. . new 
sales plans being tested out. 

These and many other important 
developments are revealed in 


ACB SERVICE OFFICES 
Phone: Murray Hill 5-7302 °* 
Phone: Wabash 2-6130 °* 

Phone: 37-0595 


79 Madison Ave. * 
538 S. Clark St. * 
161 Jefferson Ave. ° 
16 First Street * Phone: Sutter 1-8911 


detail by ACB’s Newspaper Re- 
search Reports. 

ACB reports have been used by 
leading merchandisers for many 
years. They are made up to your 
own specifications as to informa- 
tion or areas covered. 


Send Today... 


for a 24-page Catalog describ- 
ing and illustrating the 12 help- 
ful services which ACB will 
furnish to merchandisers. Gives 
details of cost, cov- 
erage, list of users, 
etc. 


New York (16) 
Chicago (5) 
e Memphis (3) 
* San Francisco (5) 


THE ADVERTISING CHECKING BUREAU, INC. 


MERCHANDISING 


_ FORBES LITHOGRAPH C0. 


NEW YORK * CAPYELAND *BOSTON 


Diver tech hnpat 


© CHICAGO +. ROCHESTER 


.-- built on 


Facts from Forbes 
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Information for Advertisers 


No. 3804. Idea Kit of Low Cost | 


Exhibit Displays. 

Sketches of prefabricated dis- 
plays for use at conventions and 
trade shows are contained in this 
portfolio offered by The Capex Co., 
Evanston, Ill. Each sketch gives 
sizes, specifications 
prices. These prefabricated dis- 
plays are built of a double-faced 
corrugated board developed espe- 
cially for display purposes and can 
be spray or brush painted. 


No. 3805. Market and Media Data 
on Oakland. 

This market and media bro- 
chure, offered by the Oakland 
Tribune, gives up-to-date informa- 
tion on the purchasing power, in- 
come and media preferences of the 
metropolitan Oakland area. It 
contains charts and maps, plus 
many illustrations, and is spiral 
bound for easy reference. 


No. 3809. Wisconsin Farm Home 
Refrigeration Survey. 

Brand, type and size preferences 
of refrigerators and home freezer 
equipment among Wisconsin farm 
women are tabulated in this sur- 
vey offered by Wisconsin Agri- 
culturist and Farmer. It gives data 
on age of present units owned and 
the number of refrigerators and 
home freezers to be purchased, as 
well as suggestions by the farm 
women for making both units more 
adaptable for farm use. 


No. 3810. The Tourist Court Mar- 
ket. 

What the nationwide tourist 
court market plans in the way of 
new construction, equipment and 
services is outlined in this new 
survey, “Sorry No Elevators,” is- 
sued by Tourist Court Journal. It 
contains a map showing the loca- 


and basic | 


tion and growth of tourist courts 
since 1939, general market data, 
and media information. 


No. 3811. Brand Habits of Ameri- 
can Families. 

A factual comparison of Modern 
Romances and U. S. families’ buy- 
ing habits on 53 products is given 
in this survey prepared by Nation- 
al Family Opinion Inc. for Modern 
Romances and the Dell Publishing 
Co. A part of the publisher’s long- 
range research program defining 
the importance of young families 
as a basic market for most prod- 
ucts, the study covers four major 
points: Whether or not they buy a 
product; how much they buy; 
brand loyalty, and how long they 
have been buying any certain 
brand. 


No. 3812. Qualitative Survey of 
Magazine Markets. 

Data on the characteristics of 
magazine reading families to show 
the kind of homes and the kind of 
people reached by Good House- 
keeping, Ladies’ Home Journal, 
McCall’s and Woman’s Home Com- 
panion is contained in this survey 
published by the research depart- 
ment of Crowell-Collier Publish- 
ing Co. Comparative data for pri- 
mary, home subscription and 
newsstand copies, vs. secondary 
magazine reading families is also 
given in this study, made by Stew- 
art, Dougall & Associates. 


No. 3813. Route List of Retail Gro- 
cers. 

A handy directory of retail gro- 
cers in Sioux Falls, S. D., as well 
as a complete list of wholesale 
grocers and brokers, is offered by 
the Sioux Falls Argus-Leader. It 
covers chain and _ independent 
stores. 


Note: Inquiries for the items listed above will not be serviced beyond Jan. 8. 


200 E. Illinois St., Chicago 11, Ill. 


—please print or type) 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., ADVERTISING AGE 


Please send me the following (insert number of each item wanted 


COMPANY 


ADDRESS 


CITY & ZONE 


STATE 


and 


the SWING /'s to 


MAXWELL 
BOARDWALK 
DISPLAYS 


WHATCHA GOT? 
Got some service or equipment to sell? 
Got a yen to move on to greener pas- | 99 
tures? Got to get a man to fill an im- 
portant job? Then tell the advertising 
world about it right here in the classi- 
fied colu nns of ADVERTISING AGE. 
Result-reports from advertisers prove 
that it gets jobs for men, and men for 
jobs, in all salary brackets and in all 
parts of the country. Being primarily 
a news paper, ADVERTISING AGE’S 
classified columns are read most thor- 
oughly—AND GET RESULTS! 


THE ADVERTISING MARKET PLACce 


Rates: 75¢ per line, minimum charge $3. Cash with order. Figure all cap lines 


(maximum—two) 30 letters and spaces per line; upper & lower case 40 per 
line. Add two lines for box number. Deadline Wednesday noon 12 days pre- 


ceding publicatien date. 


Display classified takes card rate of $11.25 per 


celumn inch, Regular card discounts, size and frequency, apply on — 


HELP WANTED 


POSITIONS WANTED 


FRED J. MASTERSON 
ADVERTISING & PUBLISHING 


PERSONNEL 
All types of positions for men and women 
185 N. Wabash Fr-2 0115 Chicago 


Advertising manager for old established 
Southern trade paper. Good salary and at- 
tractive incentives for a real producer. 
Give complete resume of your qualifica- 
tions and experience in first letter. 

Box 3462, ADVERTISING AGE 

200 E. illinois St., Chicago 11, Ill. 


FOREIGN ADVERTISING 

Can you sell, hold and service foreign 
advertising accounts? This agency needs 
a mature man, who thoroughly knows 
foreign advertising, to secure new clients 
in Chicago and Middle West. Compensa- 
tion will be liberal straight commission. 
Our organization is the oldest and best- 
known of this specialized type of agency. 
Reply in confidence and detail. 

Box 3488, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 

POSITIONS AVAILABLE NOW 
Sales training director....§7500, Market Re- 
search Mgr....$10,000, Ass’t. Editor Trade 
magazine....$3600, Account 
$8000, Advertising Mgr. retail... 
$15,000, Copy Trainee....$325. 

Harrison Personnel 
20 W. Jackson Blvd. Chicago 4 
ADVERTISING MEDIA MAN 

Responsible position open in New York 
with a national advertising agency. Must 

30-35 with all-around media ex- 
perience. Send photograph, experience 
record, and references. Our émployees 
know of this advertisement. Address 
replies to: 

Box 3483, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 

FREELANCE DM COPYWRITER 
Send resume and list of accounts you 
have written DM for to new Chicago DM 
agency. No samples until you hear from 


us. 
Box 3489, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Desirable Openings For 
ADVERTISING 
EDITORIAL 
ART PERSONNEL 
Ask for ELINOR KENT 
MONARCH PERSONNEL 
28 E. Jackson Rm. 1114 Wa 2-9400 Chgo 
Contact-Copywriter 
Young, agency experience flour and re- 

lated products. 
Box 3485, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


SPACE SALESMAN WANTED for eastern 
territory with New York headquarters, 
by official publication that is leader in 
its field. Good starting salary with ex- 
cellent opportunity for advancement. Ex- 
perience in health field desirable. 

Box 3486, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


PERSONALIZED SERVICE 
We have clients looking for outstanding 
individuals in Merchandising. Advertis- 
ing, Sales Promotion and Management. 

*AND* 

Writers, Publicity, Public Relations, Me- 
dia, Art and Production talent. 

THE HONES COMPANY 
14 E. Jackson Blvd. Chicago 4, Ill. 
Serious Adv. Specialty Salesmen with 
proven sales record to travel selling 
PUBLIC RELATIONS TRADE PROMO- 
TION plan to Chambers of Commerce. 
High commissions & repeats. Airmail 
reply. Rocky Mtn. Booking Co., Engle- 
wood, Colorado. 

Film Script Writer 
Experienced in production of industrial 
sound motion pictures, slidefilms and 
television commercials. Give full details 
of experience. 

Box 3487, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
Copywriter.......... Medical 
Pharmaceutical Mfg. 
GEORGE WILLIAMS—PERSONNEL 
209 S State St. HA 17-2063 Chicago 4 4 


POSITIONS WANTED 


Art Director or Asst. 

From AAAA agency in New York look- 
ing for position in Chicago. Fashion and 
allied fields. 

Box 3482, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 

SLIDE FILM DIRECTOR-PRODUCER 

available on Free lance or permanent 
basis with company interested in or using 
Slide Films. Either as Producer-Director 
or Technical adviser. Six years experi- 
ence. For interview write: 

Box 3484, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


Executive.. 
$10, 000- 


Accountant-Controller-Office & Personnel 
Manager. Thoroughly familiar, both by 
training & experience with all phases of 
advertising, accounting, office & person- 
nel procedures. Well known Agency refer- 
ences. Available at early date. Address 
P. O. Box 3455, Mdse. Mart, Chicago &. 


“ABLE ADVERTISING MANAGER 
Wide experience all phases agency-adver- 
tiser relationship & adv. production. 
Skilled writer. Age 35, married. Univ. 
grad. Ready for big job. Prefer St. Louis 
area. Available February. 

Box 3490, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


REPRESENTATIVES WANTED 


SALES REPRESENTATIVES 
Established motion picture producer 
wants a qualified representative in New 
York, Chicago and San Francisco to sell 
all types of motion pictures to advertising 
agencies and industrial concerns. Liberal 
commission and expense account. Write 
detailed qualifications to 

Box 3429, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


NO MORE ART DEPT. BLUES! 


Here's the answer to an agency's art prob- 
lems! An ad-wise art director with the 
experience and ability to organize an 
agency's art dept. and put it on a paying 
basis. Creates and art directs ads that don't 
have to be “sold” the client. Ranges from 
hard-hitting, direcf-result ads to modern, 
highly-styled ads—from b/w trade to 4- 
color national pages with equal facility 
and enthusiasm. The kind of guy you trot 
out (not hide) when a client visits! 34, mar- 
ried, draft-exempt vet. For details write: 


Box 7756, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Ill. 


HERE'S A FINE FUTURE 
FOR THE RIGHT MAN! 


Well established, medium-sized Chicago 
agency needs writer with qualified experience 
in radio, television and print. 

The man for this job must now be employed 
in an agency. He should have from 3 to 5 
years’ experience. The job will offer him more 
salary, greater opportunity than he now has. 
He will work on grocery product and appli- 
ance accounts primarily. His ability to work 
with a minimum of supervision will be an asset. 
For an interview, write in detail. State age, 
present position, present salary, previous ex- 
perience. All replies kept in strictest confi- 
dence. Address Box 7759, ADVERTISING AGE, 
200 E. Illinois St., Chicago II, Ill. 


FOR SALE 
SUBURBAN MAGAZINE 


Published for 18 years in rich sub- 
urban territory in N. Y. area. Potentially 
an Eastern “Sunset.” Small cash pay- 
ment ($15-$25,000), balance in notes or 
stock in re-incorporation. Economical to 
operate. Perfect for someone who wants 
substantial income working in N: Y. 
suburbs, Present owner moving away. 

BOX 7760, ADVERTISING AGE 

11 E, 47th St., New York 17, N. Y. 


Do You Want New York Accounts? 


Successful sales team with office at 270 
Park Avenue now active with graphic 
arts service to advertising equncee and 


national firms desires allied line. z 
broker or factory representatives. 
Box 7707, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


Seagram’s Holiday 
Promotion to Boost 


Liquor Retailers 


New York, Nov. 21—Seagram. 
Distillers Corp. will use a differen 
technique this Christmas. 
with regular holiday Promotion 
Seagram will use space in liquy 
business publications to exprey 
appreciation to the retailers of th 
liquor business. 

A typical advertisement featur 
a spread, with one side occupig 
by an illustration of Seagram,; 
newspaper copy running in thy 
area. The other page shows a Sea. 
gram executive, like Harold S. Le 
vice-president in charge of Sea. 
gram’s eastern division. 

Under the headline “ 
Christmas is Great, but...” 
Lee says: “we’d like to show oy 
appreciation in a more definite 
manner to the store owners anj 
tavern keepers of the U. S....& 
this Christmas we’re running the 
advertisement you see on the op. 
posite page in order that the public 
will appreciate you a little more... 
To show them how you fit into 
the picture at Christmas time. 


a “This advertisement will ap. 
pear the second week before 
Christmas in major newspapers in 
your town. We hope you like the 
idea. And again... Merry Christ. 
mas.” 

Various divisional sales vice- 
presidents will be shown in the 
advertisements. 

Newspaper copy says... 

“This gay Christmas window 
and this beaming gentleman rep- 
resent the thousands of neat, well- 
stocked stores, of equally neat 
well-run taverns, bars and grilk 
from coast to coast—and the tho. 
sands of hard-working, respe¢- 
able business men whose pleasure 
it is to serve you in them. 

“But busy as they are—and you 
can help the store folks, particular- 
ly by doing your Christmas liquor 
buying early—they are all anxious 
to say—‘thanks a million and a 
very Merry Christmas to you.’” 

Warwick & Legler is the agency, 


Bendix Appoints Frank Ryan 


Frank S. Ryan has been ap- 
pointed director of advertising and 
sales promotion of Bendix Home 
Appliances Inc., South Bend, Ind. 
He succeeds M. H. Goodrode, who 
has resigned. 


Appoints Missett 


Chicago Show Printing Co. has 
named J. Robert Missett & Asso- 
ciates, Hamden, Conn., as its point 
of sale representative in Connecti- 
cut. 


BURIED TREASURE! 


More than fifteen years and $85,000 
has gone into the development of this 
young-acting, mature-thinking advertis- 
ing executive. Experience with agencies 
and manufacturers in foods, appliances 
and industrial lines. Thorough knowledge 
media, art, reproduction techniques, pack 
age design, display and point of sale 
material. Accustomed to handling large 
budgets and working at top management 
level. Married, industrious, financially 
' ible. Write: 


in famous... 


ATLANTIC CITY 


Millions See 
MAXWELL DISPLAYS 


200 E. 


Box 7761, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, ! 


MAN FOR SALE! 


Art Director and Management Execulivt 
with 22 years’ experience. Can be bougl! 
for $15,000 a year by a well established 
4-A advertising agency. 


Box 7758, ADVERTISING AGE — 
Ilinois St., Chicago 11, Iilinol 


———e 


ATTENTION 
Advertising Agencies 


Radio Stations and Reps 
and Radio ma 
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27, ASR Advertising Age, November 27, 1950 
s a minimum of time and effort on, pression that that was all I got. After he had completed his in- 
lay P 1e ] S Berec h Tells their part.” : It wasn’t. I asked for facts and | itial screening of agencies, which 
ost Discussing some of the things got them from most of the agen-| took from the end of August to the 
a that he found slightly amusing, Mr.| cies I visited. But several seemed | beginning of November, Mr. Ber- 
H P k Berech said that “invariably a|to me to lean more heavily on | ech, with other members of Piel’s 
H OW e 1C e large agency always emphasized | promises than on performance, and| management, visited each of the 
eagram. _ ne Mee a small agency made emotional approaches to my/ four agencies to view their for- 
diff : fini i ; ite | always stre the fact that an/ problem rather than sound factual | mal presentations. 
S. Alen| It Took Two Months; No ge eg ee ee oa account shad the benefit of direct | approaches.” r : 
a Presentations Seen Till elaborate presentations. en by the as Soe Pre # Before this, he outlined to the 
in Liquor . ; cipal. The pattern was repeated so| # Aske if it was necessary to} agencies the major aspects of Piel’s 
expreg Choice Narrowed to Four dete can ta os onneae many times,” he said, “it came to| screen so many agencies, Mr. Ber-| advertising objectives and offered 
Ts Of the By Cunssanh Panerai selected for that purpose, plus a seem almost like a formula. ech said that he felt it was, and | to supply them with any informa- 
number of others that requested it. : ‘ that he believed it was time well) tion they needed for their pres- 
feature, NEw YorK, Nov. 21—Why and In the first place, he sent each of as “A good many agencies would| spent. “It gave me a comparative | entations. 
occupieg} how Piel Bros., Brooklyn brewer, the agencies a qu eutennaiue. On benefit, it seems to me,” Mr. Ber-| basis for judging,” he said. “Also, Three days after the final pres- 
eagram’| screened 23 agen- formation about the « gency its ech said, “if more account execu-|I wanted to see anyone who ex-| entation had been made, the suc- 
in thy, cies before se- history, organizational nae tives, and others, reminded them-| pressed a sincere interest in the| cessful agency, Kenyon & Eck- 
'S @ Sea.§ lecting Kenyon & personn gi. and similer matters wee selves once in a while that they| Piel account. hardt, was appointed. 
d S. Lee Eckhardt _to re- requeste a. are offering professional services. “We distribute primarily in the Mr. Berech is a former agency 
of Sea. oy qey ee ; Too many agency people seem to|New York metropolitan area and in| man himself, having been with J. 
ty Co. has n think that enthusiasm and suave/nine eastern seaboard states. In| Walter Thompson Co. for several 
“Mery| explained to AA ® ae on pm pod bee ——— pep talks are necessary. Enthu-| our advertising we concentrate on | years before World War II, during 
...” Mel by William N. oe wd le h. d cog vag Of | siasm is good but not necessarily | newspapers, radio, TV and a vari-| which he served in the Army. Fol- 
how ou Berech, Piel’s ad- woody Qo d ee Panag on as ot convincing. When a man wants/|ety of sales promotion material.| lowing the war, he returned to ad- 
definite] vertising and > alia tee Shame nani .°f| facts and specific information, | With 1951, we plan to increase our | vertising and has been advertising 
ers ang sales promotion Sesueniiee: Ghent tase y errs Bat forced enthusiasm and hot sales; budget and re-examine our adver-| and sales promotion manager of 
S. ...S0 ge . sapere aa egy od d ated talks are out of place. j tising program for increased vol-| Piel’s for the past four and a half 
- > ty - -~ er W. N. Berech proofs of advertising campaigns I don’t want to convey the im-| ume. years. 
p : the agencies were running for cli- ‘ 
_——_ ow peng oe Seager ents, and brief summaries of each Prominent Users of Strathmore Letterhead Papers: No. 90 of a Series 
fit inty | dividuals sought to make presenta- | “°™Palgn. : ; 
me. tions to handle Piel’s advertising,| ,#¢ listened to radio recordings 
the budget for which, in 1951, is|f Spot, announcements, jingles 
vill ap likely to be in excess of $1,000,000. = spoken commercials. He re- 
before | Although he would not discuss = radio shows and looked at Glas 
apers in | Why it was decided to appoint a ms of television commercials. He Sy - of the —_ 
like the | new agency, Mr. Berech empha- read TV and radio scripts and ex- eee and —— e of 
Christ. | sized that the parting with Esty amined quantities of merchandis- ae aeons oldh still 
was friendly. me and sales p romotional material has Porch uses shes 
s vice. | Before undertaking to choose a which the agencies he visited had are virtually unlimited. 
in the | new agency, Mr. Berech prepared | Prepared for their clients. Corning, with a policy of 
a list of agency requirements He interviewed many of the per- continuous research, has 
which he felt were basic points sonnel in several of the agencies become one of America’s 
windoy | that would have to be met by any who would be likely to work on f pay ap incerta 
a agency that expected to handle the Piel account if the agency were i du spel y yy 
. wal Piel’s account. selected. eT vase 
4 om s Among these requirements were | ® AS 4 result of all this, Mr. Ber- 
1e thou. J the following: ech says, he knows “a lot about Corninc Grass Works 
respert: 1. No agency with a competitive | 2 lot of New York agencies,” and CORNING NEW YORK 
sleasun | beer account would be considered. | 0" the whole he “has a lot of re- i 
2. Experience with package goods | spect for most of them.” All of the 
and yo | Was necessary. 3. Experience with, | agency executives he contacted, he 
ticular. | and facilities to handle, all types | S4yS, “were pleasant, painstaking, 
s liquor | of advertising media and sales | frank and cooperative.” 
anxious | Promotion materials were “musts.”| “I did a lot of probing and asked 
anda} # Only an agency with a strong/| a lot of questions. But I did not 
su” | central management would be con-/| ask a single agency for anything 
agency. sidered. 5. A good creative staff| speculative or for a presentation 
was essential. 6. A good research | until all but four had been elimin- 
yan department was vital. 7. The agen- | ated. Then I told those four agen- 
en ® cy must be interested in long-term cies, which I do not think it is 
ing and planning. fair to name, that we would ap- 
- Home Instead of asking agencies to| point the one that gave us the 
1d, Ind. | Make presentations, Mr. Berech| most constructive presentation. We Strathmore helps Corning sell 
le, who nee ey = ye - ~ pre to om the maximum in- 
e notified them that he ha ormation about an agency with a 
37.000 products 
Co, hs 2. Cui se &. 2. ee se 
S point | & 
——P | Whether your company manufactures one item, or 37,000 like Corning 
—— Glass Works, every letter it sends out merchandises your firm and 
RE! its products. For a letterhead gives the recipient a corporate picture 
$85,000 ..-in its quality, in its character, in the very feel of the paper. 
of this 
advertis: An organization like Corning, with its forward-minded thinking and 
agencies planning, is aware of the strategic importance of using stationery 
were that makes an immediate impression of soundness and fine reputation. 
s, pack Naturally Corning selected a Strathmore expressive letterhead paper 
of sale to do the job for them. 
g large 
agenes Do some personal research on your own company letterhead: Has it 
7 the look and feel of efficiency and of quality? Does its design inter- 
CE pret the mood of your company today? If ‘your analysis shows that 
i ere your letterhead is not giving the best possible performance, then con- 
— : tact your supplier; have him submit up-to-date designs on Strathmore 
an SIMPLE.. but STRIKING! a, You'll find that these will be pictures of your company that 
INLAND , characterize an alert, progressive firm. 
xecutive specializes in creating and producing the “Look 
he } pn ren’ pny tng Poowggang like— Strathmore Letterhead Papers: Strathmore Parchment, Strathmore Script, Thistlemark 
SS eS Bond, Alexandra Brilliant, Bay Path Bond, Strathmore Writing, Strathmore Bond. 
" Envelopes to match converted by the Old Colony Envelope Company, Westfield, Mass. 
Ilinois 
r MAKERS 
328 So. Jefferson St. 
Chicago 6, Illinois OF FINE 
iio mat, *® represented in principal cities * 
‘chan LITHOGRAPHED CARDBOARD DISPLAYS PAPERS 
ge P 
— Strathmore Paper Company, West Springfield, Massachusetts 
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Without LONG BEACH 


ie this area could not be 
ieaeena's 3rd LaneEST 


The only way to reach this buying market effec- 
tively is with the LONG BEACH Press-Telegram 
whose readership is more than 5 to | over any Los 
Angeles newspaper. To sell Long Beach, adver- 
tising schedules must include the Press-Telegram. 


LONG BEACH Retail Sales are over twice those 
of Bridgeport, Connecticut. 

LONG BEACH Food Sales are over twice those 
of Norfolk, Virginia. 

LONG BEACH General Merchandise Store Sales 
are over twice those of Mobile, Alabama. 

LONG BEACH Drug Store Sales are over twice 
those of Spokane, Washington. 

LONG BEACH Furniture, Household, and Radio 
Sales are over twice those of Worchester, Massa- 


chusetts. ' 
*Sales Management's “1950 Survey of Buying Power” 


+: e . 2S 


_ LONG BEACH 


— -Dress-Telegram 


LONG BEACH CALIFORNIA 


Delivered to over 2 out of 3 Long Beach homes 
Represented Nationally by Cresmer & Woodward 


Nielsen Figures Indicate Hoarding: 
Did Not Cause Food Shortages 


Food Store Audit Data 
Shows Large Inventory 
Increase by Retailers 


Cuicaco, Nov. 22—All the evi- 
dence this summer seemed to in- 
dicate that consumer hoarding was | 
responsible for the disruption of 
the normal flow of grocery prod- 
ucts—but the conclusion was 
wrong. 

According to the October-Nov- 
ember issue of the A. C. Nielsen 
Co.’s “Nielsen Researcher,” data 
from the Nielsen Food Index audits 
reveals that: 

1. Inventory accumulations of 
food products were as much or 
more a factor in disrupting the 
normal flow of grocery products 
than was consumer hoarding. 


Do you know that the forces of advertis- 
ing are engaged today in one of the 
world’s greatest jobs of mass education 
... inthe public interest? 

Do you know that these forces for good 
have been released through the vision 
and unselfish cooperation of American 
business — advertisers, advertising agen- 
cies, media owners ‘and others? 

Hundreds of advertising agencies have 
volunteered their planning and creative 
time and facilities. Artists, cartoonists, 
photo-engravers, printers, typographers 
and others have contributed their services. 

Media owners have donated millions 
of dollars in space and time. National 
and local advertisers have sponsored and 
paid for many millions of public service 
advertising messages. 


RC era is eS 
rie ene => es aie ec : 
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Business, Farm 


General 


“Marshalling the forces of advertising to 
help solve national problems and to make 
democracy work better...” 


As a result, the American people are 
being alerted as never before to the 
dangers which threaten from within and 
from without . . . the dangers of ignor- 
ance about our American economic sys- 
tem, intolerance, tuberculosis, school and 
teacher shortages, etc. 

And, at the hub of this great public 
service effort is your organization .. . 
The Advertising Council. 


Advertisers and Media Owners... 
Your Help is Needed! 


Right now The Advertising Council has 
14 programs in operation. The success 
of these programs depends on the public 
spirited and generous cooperation of ad- 
vertisers and media owners. Your help, 
in the form of space or time donations, 


N. Y. 


*A NON-PROFIT ORGANIZATION FORMED TO UTILIZE ADVERTISING IN THE PUBLIC GOOD 


ee ase eee 


will mean a lot to us. And remember ,.. » 
What helps America helps you! 


Yours for the Asking 


Write for a copy of Booklet 
No. 15, It will give you per- 
tinent information about The 
Advertising Council .. . how 
it started .. . what itis... 
what it does . 
material on specific cam- 
paigns. Address:—The Ad- 
vertising Council, 25 West 
45th Street, New York. 19, 


. .Or ask for 


Published in the public interest 
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2. Scare buying in food stone 
was not only limited in quanti 
but also was highly selective 4 
to the product affected. 

3. The abnormal demand fy 
food products was centered gy 
sugar, soaps and detergents, short. 
enings, coffee and flour—thog 
products which were in relatively 
short supply during World Wy 
II 


4. Despite a bulge in the totg 
trade inventory of the scare 
items, the number of stores which 
were out of stock was much larger 
on Aug. 1. Thus shortages rp. 
sulted primarily from maldistriby. 
tion—with some outlets “loaded” 
and others short of goods. 


s Demands on selected mantifa. 
turers were heavy, the Nielsen 
company asserts, because the de. 
mand reflected the combined ef. 
fect of a build-up in consumer 
stocks and an increase in retajj 
store inventories, plus an increase 
in the stocks of wholesalers andj 
other storage points between the 
food processor and the retailer. 

A comparison of recent market 
trends with similar data at the 
time of Pearl Harbor reveals sub- 
stantial differences in consumer 
behavior, according to the com- 
pany. . 

It is apparent, Nielsen contends, 
that both consumers and retailers 
were educated during the last war 
to expect shortages and _ higher 
prices in certain commodity lines 
following the outbreak of a war. 


s For example, all-purpose flour 
was short in 1941, even though 
there was no real scarcity, prob- 
ably because consumers remen- 
bered that flour was short in the 
first World War. 

However, following the outbreak 
of the Korean conflict, hoarding- 
minded consumers bought vege- 
table shortenings, coffee, soaps and 
detergents. These were the scarce 
items during World War II. 

Consumer sales of shortenings 
were up 24% in June and July, 
1950, as compared with the pre- 
ceding two months (after seasonal 
adjustment). Retail inventories 
were up 14%. Similarly, consumer 
purchases of coffee went up 9% in 
June and July, compared with the 
preceding two months. Retail in- 
ventories of coffee were up 27%. 
Thus, in both cases, the increased 
demand on processors was a re 
flection of the combined effect of 
consumer purchases and increased 
purchases by retailers. 


s Hoarding was least evident in 
the South and in smaller stores, 
according to Nielsen, for five pos- 
sible reasons: 

1. Larger stores tend to have 
heavier stocks from which con- 
sumers can make quantity pur- 
chases. 

2. Large sizes (favored by hoard- 
ers) are comparatively more plen- 
tiful in chains and independent 
supermarkets. 

3. Consumers have a tendency to 
make purchases of “hoarding pro- 
portions” in stores where they are 
not known personally by the store 
personnel. 

4. Chain and independent super- 
markets in general offer lower 
prices, which become an important 
factor in quantity buying. 

5. In areas where “buying ahead” 
was most noticeable, large stores 
are relatively more important in 
the total distribution picture. 


ws Leading advertised brands gen- 
erally experienced the greatest 
consumer demand, says the “Niel- 
sen Researcher.” They might have 
experienced even greater demand 


except that many leading brands 
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‘The Eye and Ear Department 


—— 

A spectacle for both the eye and the ear was Texaco’s presen- 
tation of opening night at the Metropolitan Opera in New York 
—Monday, Nov. 6 over ABC-TV. 

The opera itself—Verdi’s “Don Carlo”—was magnificently 
presented, with exceptional camera work. But much more in- 
teres\ing—considering the time of the opening, just after Mac- 
Arthur had announced the entry of the Chinese Reds into the 
Korean war—was the glimpse of what happened between acts 
in Sherry’s. 

Here were the people one would see in the papers the follow- 
ing morning—Mrs. August Belmont, Thomas Watson, Lawrence 
Tibbett, Gladys Swarthout. These people were introduced by 
Tex and Jinx Falkenberg as they sat at tables in the midst of a 
bedlam made even more confusing by the presence of television 
equipment, and the attempts of various unnamed souls in the 
background to lean over the shoulders of the famous—not be- 
cause they were famous, but because they were within televi- 
sion range. 

If the occasion had beén less sedate, they might have waved 
a hand. As it was, they seemed—in their strapless gowns—more 
eager to wave other parts of their powdered anatomy. It was 
strange, to say the least, to see the so-called cultured as eager 
to be noticed on television as the average mama and papa of 
the average mixed studio audience. 

This was a rare opportunity for television—and achievable 
only by this intrusive medium: to present one of the ultimate 
achievements of our civilization, plus a close-up of the nobility 
produced by that civilization, at a time when barbarian hordes, 
armed with other achievements of our era and times, threatened 
it with extinction. The stage had been set gloriously not only by 
Bing in his first production for the Metropolitan, but by history 
itself. One had the feeling that a kinescope should be made of 
the whole thing, placed in a time capsule and buried deep 
enough in the earth to be safe from an atomic explosion so that, 
on some future date, it might be unearthed as a glimpse of an- 
other Vienna as it tottered on the brink. 

Only the immediacy of television could have captured the 
import of the event so poignantly. It was an unforgettable ex- 
perience. 


of drug items have been marketed 
through food stores. 


in the lines singled out for scare 
buying resulted in short supply. 

The per cent advantage for ma- 
jor brands, as compared with 
others, was 20% for cereals; 21% 


Celotex Promotes Cassin 


for beverages; 55% for paper prod- 
ucts; 55% for cleaning products; 
56% for canned goods and 92% for 
baking products. 

In contrast to the expansion in 
food store activity, total volume of 
drug store sales was steady, fol- 
lowing the outbreak of the Korean 
War, This resulted from several 
factors, the Nielsen organization 
contends: 


81. There was much less tend- 
ency to hoard drug store items 
than there was to hoard certain 
grocery items and durable goods. 

2. There have been relatively few 
price increases in drugs over a 
period of years. Thus the dollar 
sales curve for drug stores is very 
nearly the same as the tonnage 
turve, although Nielsen says no 
comprehensive drug store price in- 
dex is available to support this 
observation. 

3. There has been a gradual and 
persistent drop in the volume of 
business done at drug store foun- 
lains. If an allowance is made for 
this trend, sales in the remainder 
of the store have increased. 

4. An increasingly large number 


——— 


Allen Cassin, manager of the 
Cleveland branch of Celotex Corp., 
Chicago, has been named an as- 
sistant general sales manager of 
the company. He will supervise 
operations of the company’s east- 
ern sales branches, making his 
headquarters in Washington. W.#H. 
McAuliffe, formerly assistant man- 
ager of the Cleveland branch, has 
been appointed to succeed Mr. 
Cassin. 


Pollock Leaves Fawcett 


Roy S. Pollock, sales promotion 
director of Fawcett Publications 
for the past 14 years, has resigned 
to open a mail order business in 
Connecticut. His successor at Faw- 
cett has not yet been announced. 
Mr. Pollock’s new company, 
Brookfield House, will specialize 
in early American reproductions. 
The company’s temporary New 
York office is at 152 W. 42nd St. 


Widdess Named President 

Stewart K. Widdess, formerly 
president of J. W. Robinson Co., 
has been elected president and di- 
rector of the Abbott Kimball Co. 
of California, Los Angeles. Abbott 
Kimball resigned as president but 
remains chairman of the board, in 
New York, for the Los Angeles 
company. 
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Wall St. Is Blamed for Fact That Fewer 


Than 10% of Americans Own Securities 


New YorK, Nov. 20—Wall St. 
must shoulder much of the blame 
for the fact that only slightly more 
than 10% of the American people 
own securities, according to Henry 
Gellerman, public relations direc- 
tor of Bache & Co., New York 
Stock Exchange concern. 

Addressing the forum of the 
Consumers Council of America last 
week, Mr. Gellerman asserted that 
if the remainder of American in- 
dustry were as lax in advertising 
its products or services as is the 
securities industry, “we would all 
be out of business today.” 

The issue is clear, he asserted. 
Either the financial community 
must win the battle of public 


opinion and win public good will, | 


or it will cease to be a formidable 
competitor for the consumers’ 
dollars. 


s Institutional or educational ad- 
vertising is a major vehicle for 
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program be instituted in high 


| schools and said that the financial 


telling Wall St.’s story, he contin- 
ued. The primary purpose of finan- 
cial advertising should be to create 
and maintain better public under- 
standing of financial organizations, 
the industry and the economic sys- 
tem of which both are a part. 

To illustrate his argument, he| a 
referred to a recent survey which 
disclosed that 50% of Americans | 
between the ages of 18 and 48 
know nothing about the stock mar- | 
ket, except that the market crash 
took place in 1929. 

He urged that an educational 


| community should support such a 
| plan both from a business point 


of view and as a moral responsibil- 
ity to the nation and the commun- 
ity. 


Toni Shifts Godfrey Time 


Toni Co., Chicago, starting Nov. 
27, Ky, shift to the 10:15-10:30 
EST, spot on the 90-minute 
“Arthur Godfrey Time” over CBS. 
At present, the company has the 
10:30-10:45 a.m., EST, segment 
every other day. "Toni also spon- 
sors “Arthur Godfrey and His 
Friends,” CBS television program, 
during the first half hour of the 
full-hour show every other week. 
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First and Only 
Medium Devoted Solely 
to Job of Selling 

Plastics Products 


ADDS 5,000 MORE 
. RETAILERS 

who buy and sell 
— . — 


variety, 


in. Result: 
circulation. 


Distribution is 
directed-Q@JTo large 


retail outlets (Depart- 
ment stores, 


mail order, 
etc.) where plastics 


are volume-marketed. (2) To only 
those departments handling plastics 
items (Toys, housewares, etc.).@ To 
top plastics buying authorities there- 
Unmatched all-prospect 


WRITE FOR DETAILS 
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For Latest Authentic Information 
Write IOWA FARM & HOME REGISTER 
Des Moines 4, lowa 


PLASTICS MERCHAN DISING, INC. 


A Unit of Breskin Publications — Affiliated with Modern Plastics Magazine 
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This department is a reader’s forum. Letters are welcome. 


Takes Issue With Editorial | The FCC, through a capricious| The Creative Man will level his 


Writer on TV Color Decision 


To the Editor: As a long time 
subscriber and admirer of ADVER- 


TISING AGE I was sorry to see you | 


get so far out of line in the lead) 
editorial in your Nov. 6 issue. 

It seems to me that you have)! 
glossed over the most important | 
point in the FCC decision...a 
point which only Bill Halligan of 
Hallicrafters had the courage to 
point out. If you would carefully 
study the tremendous mass of ma- 
terial covering the FCC decision, 
as we have, you would then realize 
that these men have conspired 
against what we have always con- 
ceived to be the American way of 
life. 


A new control method 
enables us to copy 
Carbro prints with such 
sharpness and color 
purity you can hardly 
tell them from origi- 
nals. Never before has 
it been possible to 
secure such exactness. 
Now used by national 
advertisers. So posi- 
tive are we results 
will please—your first 
order will be taken on 
a “SATISFACTION 
OR MONEY BACK 


~ CARBRO 
PRINTS 
DUPLICATED 
ON A 
MONEY- 


BACK Fite simple and 
re ice ° 
GUARANTEE Wate ts 
18 Fitts Ave Se 
vs ve., le 
BASIS yh 


up to tell an entire industry exact- 
ly what they can manufacture. To 
our mind this is contrary to every- 


thing that the American way) 


stands for and we believe that it 
is a very dangerous extension of 
bureaucratic power. 

I have been a friend and sup- 
porter of Wayne Coy in our various 
publications for a long time but I 
am frank to admit that the deliber- 
ately misleading statements ema- 
nating from the FCC publicity 
bureau have caused me to wonder 
exactly what is behind this FCC 
decision on color. 

What I would like ApverTISING 
Ace to do, as it has done in so 
many instances, is to have someone 
make a complete analysis of this 
FCC decision as it impinges on the 
right of free enterprise and then 
come up with an honest story for 
its readers. 

It would seem that your own 
editorial writer had let his emo- 
tions gain control of your own 
printed editorial. 


MAL Parks, 
Publisher, What’s New in 
Television, Chicago. 


AE “Seed 
TV Manufacturers’ Copy 
Draws Chorus of Boos 

To the Editor: I certainly hope 


- ‘THE LOUISVILLE TIMES 


Owners and operators of Radio Station WHAS and Television Station WHAS-TV 


337,851 DAILY + 265,610 SUNDAY 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


| and arbitrary decision in the form! well-oiled guns of wrath against 
of a dictatorial fiat, has set itself) 


the “TV dealers and manufactur- 
ers” ad. It strikes me as one of the 
lowest types of ads I’ve ever seen— 
and in a time when we are sup- 
posed to be getting ethical adver- 
tising! 

As far as I’m concerned, the main 
copy above the cuts is sheer black- 
mail. Are the American Television 
Dealers and Manufacturers so 
money-mad that everything in the 
home—be it doctor bills, new 
clothes for the kids, or perhaps re- 
pairs to the home—must wait to 
appease Junior’s howl for a TV 
set?... 

Bart FARRELL, 
Berwyn, II. 

See the Creative Man’s com- 

ments in his column in this issue. 


© 

To the Editor: Of all the irre- 
sponsible ads I’ve ever read [this 
is] the lowest, below the belt, crass 
commercialism. 

It is bad enough for a parent 
or adult to read it, but what about 
the children who pick up the fami- 
ly newspaper? Are parents to be 
labeled as flops by their young 
ones because they haven’t the 
price of TV?... 

Stan AARON, 

Production Manager, Franklin 

Spier Inc., New York. 


* 

To the Editor: The attached... 
is the most offensive example of 
bad taste and vulgarity that these 
eyes have seen in a number of 
moons. 

The ad may accomplish its pur- 
pose in selling TV sets—which, 
perhaps, may be the sole justifica- 
tion needed for any type of adver- 
tising—but from the scathing re- 
marks I have heard in the past 
few days concerning this particular 
ad and the accompanying radio 
spots, I am somewhat ashamed to 
be in the advertising business... 
a grisly example of impropriety 
and below-the-belt approach in 
advertising. 

R. L. GaGE, 

Advertising Manager, Skelgas 

Division, Skelly Oil Co., Kan- 

sas City, Mo. 

* 

To the Editor: Contemptible! 
Its sponsors, poor Mr. Patri, its 
writers, everyone associated with 
it is an embarrassment to advertis- 
ing and a disgrace to education! 

E. S. GOLDMAN, 

Williams Advertising Agency, 

New York. 

. 

To the Editor: Bad taste in ad- 
vertising has reached a new low... 
[The ad] bespeaks a complete 
lack of judgment, taste, ingenuity 
and human understanding, in such 
a negative, below-the-belt way 
that they should be ashamed of 
themselves. 

Angelo Patri will never live his 
statement down. The big boner is 
that the industry has so very many 
beautiful, positive, happy ways to 
make noise. 

SrpNey Dunay, 
The Dunay Co., New York. 
- 

To the Editor: It makes me just 
a little ashamed to be connected 
with the advertising business when 
I see junk like this. 

I’d like to see you tear this ad 
apart in your column, “Creative 
Man’s Corner.” I want you to 
know, too, that I appreciate your 
thoughtful criticisms each week. 

CHARLEs F. Fry, 
Kansas City, Mo. 
7 

To the Editor: Here’s my vote 
in the contest (I take it there is 
one) for the all-time “low” in ad- 
vertising copy angles. . . 

While we’re at it, let’s give this 


copy an extra trophy: on the 
ground that it stands a swell 
chance, given time, to become THE 
classic example of the “negative 
approach.” 

I cannot go on; my heart bleeds 
too sorely for my kid who—now 
they tell me—is ashamed to be 
with his gang. Why didn’t he tell 
me? I’m ashamed to go home. 

R. E. MorGan, 

Harry S. Pearson & R. E, Mor- 

gan Advertising, Seattle, Wash. 

* 

To the Editor: . .. Talk about de- 
ceit, misrepresentation, and down- 
right fraud in advertising, this is 
it. Wow! This is a new low. 

DONALD L. TOURTELOT, 

Indianapolis Life Insurance 

Co., Indianapolis, Ind. 

. 

To the Editor: 
copies of two letters I mailed to- 
day—one to the Sun-Times and 
one to the News, which publishes 


Enclosed are 


Angelo Patri’s column in Chicago. 
I hope ADVERTISING AGE will lead 
the attack on a campaign that is 
bound to do advertising and all 
business more harm than good... 
Mrs. M. C. SHANK, 
Chicago. 


a 

To the Editor: Explode I 
must ...It’s the utter degradation 
of the ads... To my mind, modern 
social-minded advertising—with a 
heritage of at least widespread 
skepticism—can thereby be set 
back ten years... 

In my mind it adds up to a gi- 
gantic personal affront to every 
American parent who reads it and 
a pitifully stupid blunder in pub- 
lic relations for both the televi- 
sion and advertising community. 

Certainly more important than 
my personal reactions is the effect 
of such low deception on the status 
of American business and adver- 
tising, which today is facing per- 
haps its greatest challenge—that 


we add 


Message band (“JUST 
TELL THE MAN YOU 
WANT. IMPERIAL") re- 
volves behind translu- 
cent illuminated cylin- 
der. Heat of light bulb 
against fin top revolves 
copy band . . . Motion 
without a motor! 


TO 3-DIMENSION PLASTIC 
Point-of-Purchase DISPLAYS 


Lighting and MOTION 


Advertising Age, November 27, 19598 Advert 
challenge happens to be its mopBwe co 
ality. materia 

J. CHARLES BANNETr, Ff tacted i 

Advertising and Sales Promo. Cons¢ 

tion Manager, Wood-Metal In. } quite ¢ 

dustries Inc., New York. didn’t c 

” Grand 

To the Editor: To me as a pareg§ 30% Te 
this is the most insidious and oyg.§ put to 
rageous sort of propaganda, bageg§ I war 
on a completely fallacious ¢gp,§ tention 
cept. stateme 

What it’s saying is that if y§ sory it 
don’t keep up with the Jonesg 
by buying your kid a televisig,§ The ! 
set you may not want or be aby York. 
to afford, you’re warping his per. 
sonality for life... It tells parents§ 1909-St: 
their children have so little withig} furns | 
themselves that if we don’t floog§ To the 
them with THINGS, they’re emo. of The 
tionally bankrupt. Which is jug was, I 
the opposite from what most par. } soyerTt 
ents are trying to develop in their while cl 
children these days—a sense of 
responsibility and a sound seng | == 
of values. The next step, I suppose 
is for the Auto Manufacturer \ 
Assn. to tell parents if they don . 
keep an expensive car, they’ Wh 
make their kids neurotic. ss 

RUTH THAYER, let us 
Westport, Conn, 

AA has never received such ¢ R 
spontaneous outpouring as ha - 
been engendered by the first a 
in this series. Our own opinion a, 
was stated in an editorial last |} ==: 
week, upon which we elaborate in | | cvntv- 
the editorial columns this week, ae 

oo. © — 
‘Progressive Grocer’ Clears = 
Fog from a Headline mee: 

To the Editor: Thank you very arog 
much for the write-up in yor || “7.” 
issue of Nov. 6 about the Progres. | | Maton 
sive Grocer presentation. one ine 

We are distressed about the ff } sim icin 
headline which says, “Only 30% of} os" 
Grand Rapids Grocers Use Manw- — 
facturers’ Displays, Survey Shows’ hed 

The facts as given in the presen- 
tation stated that the best estimate Re 
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Our plastic ice-cakes warm up 
sales. Above display, in colors, 
measures 12°' x 13°’. 


We Serve iM 


GOODMAN DISPLAYS 


are being used successfully by scores of the nation’s most 
capable merchandisers. (The quality of our clients is our best 
advertisement!) With GOODMAN 
Displays they achieve original 
designs and advertising that no 
eye can ignore—no mind can 
discard . . . Our idea-men would 
like to put their brains to work 
on your product! 


L. A. GOODMAN 
MANUFACTURING CO. 
145 W. 63rd St. Chicago 21 


Famous for plastic replicas of bottles, cans, 
and products . . . Write for illustrated brochure. 
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put the 
30% of 
- Manv- 
Shows." 
presen- 
»stimate 


we could make of the display 

1 used in the stores con- 

in that market is 30%. 
Consequently your headline is 
quite confusing. First of all, we 
didn't call on all grocery stores in 
Grand Rapids, and secondly, the 
39% reference is not to displays 
put to display material. 
| wanted to call this to your at- 
jention because it is a misleading 
¢atement. I do realize that in the 
sory itself the point is clear. 

A. H. Dunn, 

The Progressive Grocer, New 
York. 


* ° - 
1909-Style Agency Practice 
furns Up in an Old Ad 

To the Editor: Enclosed is a copy 
of The Commercial Union, which 
was, I imagine, a forerunner of 
ADVERTISING AGE. It was unearthed 
while clearing out some old files, 


We Don't Care 
Who Wnites Y our Copy 


let us choose your mediums and 


Buy Your Space 


We seek the sccounts of advertisers, large and small, who 
know bow to conduct their own business, but who need assist- 
ance in the buying of spsce and the placing of advertising 
gererally. 

Buying space is our specialty. We will handle your adver- 
tising on a very reasonable basis, because we do not employ 
advertising, writers arrists “ote Athe nest consult db. had 
ia the open market) on a weekly salary; and we eliminate all 
other expense that agencies have, such as checking, ete. 

If you do not need agency assistance—in the sense that 
you get up your own copy and do your own checking (all ex- 
perienced advertisers do anyway) then you need us to place 
your advertising for you on a reasonable basis—low to you 
and yet profitable to ns. 

We have been engaged in the placing of PUBLICITY AND 
MAIL ORDEK ADVERTISING for 25 years, and have per- 
tenally placed millions of dollars. We believe we can get you 
every advantage in rates and position that is to be had from 
a publication, and some that you cannot get elsewhere—we 
daim to know the invisible best rates of a publication, 

Our service charges are added to the actual net cost, taking 
all discounts yourseli—and we furnish publishers’ bills as 
vouchers for our own bills. 

Write for particulars. Let's talk it over. 


Roberts & MacAvinche 
Newspaper and Magazine Advertising 
T. P. Roberts, Alex. MacAvinche, 


112-114 Dearborn St., Chicago, Illinois 


preparatory to moving this office. 
hought it might be of interest. 

It is slightly worn, but if you 
handle with care, and turn to Page 
0, you will note the paid adver- 
ising of this agency for the year 
1909. Some of the statements con- 
ined therein, if made today, 
might shock the new arrivals in 
ie agency field. 

The T. P. Roberts of the above 

ency was Major Theodore Rob- 
tts, who started in the advertis- 

g business in 1868 with the late 

to. P. Rowell Co. of New York 

Wty. He received his majority 

hile serving with Taylor’s Bat- 

y of Chicago during the Civil 
ar. 

Please note the “...engaged 
l...advertising for 25 years...” 

e’d rather like to add 41 years 
Mthat date, 1909, bringing us up 
the present with a total of 66 
years. Same name. 

New location, effective Oct. 30, 
$210 E. Ohio St., Chicago 11. 

ALEx J. MACAVINCHE, 

Roberts & MacAvinche, Chi- 


fdvertising Age, November 27, 1950 


Head of Hat Foundation 
Thinks AA Is Too Unhappy 


To the Editor: You were abso- 
lutely right: “Hatters can’t pre- 
vent hatlessness” (Editorial, AA, 
Oct. 30). All they can do is use all 
the known sales techniques for 
curing what is after all, basically, 
a selling or advertising problem. 

You had suspicions about the 
results of National Hat Week, and 
I am sure you will be pleased to 
know they were eminently success- 
ful. Not the least of the interest- 
ing points to you personally will 
be the fact that retailers and man- 
ufacturers collectively spent over 
$1,100,000 during National Hat 
Week on newspaper, magazine, ra- 
dio and television advertising, to 
promote the event, and the ad 
linage alone reached a total of 2,- 
581,000 lines. 

You wanted results, and the 
happiest result I can give you is 
that the past 11 months have all 
been plus months in the hat in- 
dustry, and when October’s count 
is in it should be one of the best 
years we have had in quite a 
while. Suffice it to say that re- 
tailers, in reporting successes of 
this second annual event around 
the country, have shown sales in- 
creases ranging from as little as 
2% or 3% up to and including 
300%, and well over the reported 
62% of them have enjoyed such 
increases... 

In the meantime let me agree 
with you that solving our problem 
has definitely to do with special 
selling to specific groups, and for 
that matter to specific groups of 
the public. In the men’s apparel 
industry we have developed a 
“credo” currently being circulated 
throughout the industry to make 
men’s apparel men more conscious 
of their dress obligations, and that 
is how we work with one group. 
We have worked with the auto- 
mobile industry on occasion, and 
not to be too critical of your own 
reading of national advertising let 
me point out that Dodge, Kaiser 
and Plymouth are but a few of the 
recent national advertisers who 
have made a special point of the 
fact that their cars are built so you 
can step in without knocking your 
hat off. I recommend to you es- 
pecially the Plymouth ad which 
says, “Before you buy a car, try 
the hat trick on it.” 

As for what is called the hat 
check industry, we have taken 
several forms of action, not the 
least of which is to clear up some 
popular misconceptions. First, the 
problem is distinctly one of a very 
limited group of men who live in 
New York, Chicago, and very few 
other places, and is a problem only 
to the group who attend many 
functions, and go to only the most 
elegant restaurants, with the re- 
sult that those few—who are I 
must say a very vocal minority— 
have been sounding off about their 
tipping problem, whereas the Great 
American Male encounters the 
problem very infrequently. Then 
it must be pointed out that only 
at certain times of the year is it 
attributable to the hat alone. 

We must remember that the hat 
check is also a coat check a good 
part of the year, and at that time 


Dealer-Readers have 


65% of the 


BUYING POWER 
of the Home 
Furnishings Field- 


FURNITURE AGE 


Ei PUBLISHED MONTHLY BY THE H O RENO COMPANY 


4753 N. BROADWAY * CHICAGO 40, ILLINOIS. 
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Your advertising works ss 
harder in FA .. . ads” 
have average life of | 


the coat is a much greater prob- 
lem than the hat. 

You will be interested to know 
that in the studies we have made, 
tipping is way down at the bottom 
on the list, actually 17th in number 
in terms of reasons why a man 
does not wear a hat. 

To put the focus where it right- 
ly belongs, and that is on whether 
or not you individually wish to 
tip for your hat, we are currently 
at work on an item, for which we 
have not yet found a manufactur- 
er who can produce it at a low 
enough cost, which will make it 
practical and possible for you to 
take out a simple gadget hook for 
hanging your hat on the back of 
your chair or anywhere else, and 
we have appropriately named it 
the Tipsaver. Any novelty manu- 
facturer who sees in this a million 
dollar item is welcome to discuss 
it with us at any time. 

It is true that the hat check 
seems to irritate some people be- 
yond all reason ...In any case the 
checking problem is certainly not 
one designed by the hat industry, 


and the American public could put 
an end to the problem within a 
day if it would merely refuse to 
pay this ransom, and insist on a 
proper place to hang his coat and 
place his hat when attending a 
restaurant, as a good 95% of 
America already has done. Any- 
thing you can do to spur this revo- 
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lution among our advertising 
brethren will of course be wel- 
come. 

Thanks again for thinking of us, 
and best regards from an Ad Age 
reader of many years standing. 

E. A. KoRcHNOY, 

President, Hat Research Foun- 

dation Inc., New York. 


The K 


1441 FREEMAN AVE. 
IN NEW YORK: 


NONE BETTER 


KAUFMATS 


ECONOMIZE REPRODUCTION-WISE! 
ea LET US SHOW YOU! WRITE FOR TEAR SHEETS! 
WE CAN SAVE YOU MONEY ON YOUR DEALER MATS, TOO! 


Mat & S 


@ CINCINNATI 14, OHIO @ PHONE MAin 8515 
1) WEST 42nd ST. (18) ©@ 


FOR 

HIGHEST 

QUALITY OF 

NEWSPAPER 
REPRODUCTION 


C.. 


PHONE LOngacre 3-3076 


teats 


Alt OE mes 


Every Reader 
is a Prospect! 


Here's Why— 


Every advertising dollar wings its way to an ac- 
tive prospect when you use Small Homes Guide. 


If you don’t know this from personal expe- 
rience, let us tell you why it’s true: 


/ e Our editorial formula is aimed exclusively 
at families intent on building, buying, 
equipping and furnishing homes. 


2 e Voluntary newsstand circulation guaran- 
tees that families buy the magazine only 
while they are actively interested. 


Homes Guide should be on 
your 1951 schedule. 


Publication in the New Home Market _ 


3. Each issue attracts 125,000 new fam- 
ilies—new customers about to ac- 
quire their own family dwellings. 


That’s why both issues of Small 


The budget-must for 
building materials, equipment, 
decorations, furnishings, 
financing, insurance, 


82 West Washington Street 
Chicago 2, Illinois 
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Early National Gypsum) 


Ads Featured Dealers 


BuFFaALo, N. Y., Nov. 22—Nation- 
al Gypsum Co. has just commem- 
orated its 25th anniversary with 
the publication of a little volume, 
“With Faith in Their Hearts,” by 
C. D. Halbak. It is the story of the 
men who started National Gypsum 
Co. in 1925 with assets of $774,197 
and no net income, and how they 
had developed their company’s as- 
sets by the end of 1949 to $66,- 
468,425 and its net income to $5,- 
836,707. 

Mr. Halbak’s story is a detailed 
account of the drama and conflict 
behind the figures. It demonstrates 
vividly the story of the birth, 
growth and everyday operation of 
a vigorously competitive and suc- 
cessful business. 

Of particular interest to ad- 
vertising men is the fact that Na- 
tional Gypsum has been a national 
advertiser since 1928. The com- 
pany’s advertising, L. J. Fitzpa- 
trick, its advertising manager, told 
AA, “dates back to March 17, 1928, 
when our first spread appeared in 
The Saturday Evening Post.” 

Since 1931, the company’s ad- 
vertising has been serviced by the 
Buffalo office of Batten, Barton, 
Durstine & Osborn. 


ws In those days, a cutthroat, dog- 


From your artwork— 


RABBIT COLOR PRINTS 


“They're fast, they're cheap, they multiply.” 
For sales promotion, presentations, dis- 
plays, etc. Full color facsimilies from your 
colored layouts, proofs, paintings—or Ko- 
dachromes. Ten duplicates minimum order. 
16''x20"' largest. Dye transfer process. 
Thomas B. Noble Associates 
270 Park Avenue, W.Y.C. 17, MUrray Hill 8-009! 


|eat-dog situation existed in the 
| building industry caused by in-| 
| discriminate wholesale 


selling 
practices. National Gypsum went 
out into the field and asked dealers 
what they thought should be done 
to stabilize the industry and assure 
dealers a fair profit. 

“Nothing of the sort had ever 
been done before,” Mr. Halbak 
says. “A manufacturer had never 
stepped into the field and asked 
dealers how an important part of 
his business should be run.” 

As a result of the replies it re- 
ceived, “National Gypsum set 
about developing a new dealer 
policy. Its products would be sold 
by recognized lumber and build- 
ing materials dealers, and no one 
else.” 

This led to the company sign- 
ing a contract for a series of ad- 
vertisements in the SEP. 

“The ads that appeared made up 
one of the most unusual campaigns 
in the history of advertising,” Mr. 
Halbak says. “Instead of showing 
pictures of its plants or its prod- 
ucts, National Gypsum showed 
‘pictures of its dealers. 


a “As each new dealer was signed 
to handle the company’s Gold 
Bond products, his photograph was 
pasted in a layout. When the lay- 
out was filled with pictures, it was 
ready to run in the Post.” 

Mr. Fitzpatrick pointed out that 
National Gypsum manufactures 
various types of decorative wall- 
boards for interior remodeling, and 
also a line of building products for 
new construction. 


“Accordingly,” he says, “some 
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sx SERVICE 


The AMERICAN BOTTLER reaches 5,929 beverage bottling in- 
dustry subscribers each month (ABC figures). Thus, The AMERI- 
CAN BOTTLER offers greater economy in advertising, takes 
your message to those who buy—Plant Owners, Corporate 
Executives, Managers, Superintendents, Foremen and other key 


plant personnel. 


* 
The American Bottler 
HAS THE HIGHEST ABC CIRCULATION; 
Highest total net paid; Total beverage bottling plants; 
Highest grand total! 


131 W. 


612 N. ‘ t . Lafayette 
Woodward 2-7298 


Superior 7-6092 


| Ae 


The National Soft Drink Magazine 
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be cm 


Dallas, Texas 
Bonita St. 


Taylor 0888 Michigan 9849 
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SUGGESTION SELLING—Tying in with 
people's problems and helping to solve 
them is a favorite theme of National 
Gypsum Co. This is a recent ad in The 
Saturday Evening Post. 


of our ads feature interior mod- 
ernizing while others picture beau- 
tiful home exteriors. 

“The latter are rather unusual 
for this reason: We attempt to do 
an over-all job for the entire build- 
ing industry by promoting the 
‘pride of home ownership’ theme. 
Of course, our Gold Bond building 
products are mentioned, but in 
every case the main picture and 
copy stress the primary objective— 
to stimulate interest in buying or 
building a home. 


a “We feel that the fact so many 
families are satisfied to keep rent- 
ing year after year, with never a 
thought about buying or building 
a home, can be charged,.in large 
measure, to the type of advertising 
that building material manufac- 
turers have been doing, or per- 
haps I should say the type of ad- 
vertising they should be doing. 

“For example,” Mr. Fitzpatrick 
points out, “a hardware manufac- 
turer will often build his entire ad 
around an improved style of door 
knob for the new home, or .pos- 
sibly new concealed door hinges. 
Another will show new styles in 
windows. Another will feature 
beautiful types of hardwood floor- 
ing. 

“But the point is, a family must 
first be sold on building a home or 
it will have little use for door 
knobs, or new windows, or hard- 
wood flooring.” 


a Mr. Fitzpatrick believes this 
would merely be following adver- 
tising methods that have proved 
successful in promoting other 
products. 

“Take electrical refrigeration, 
for instance. In the early days, the 
idea of electrical refrigeration had 
to be sold to the public. Magazines 
were loaded with beautiful full- 
color ads with copy and art work 
that emphasized the advantages of 
electrical refrigerators. Somewhere 
in the ad the individual manufac- 
turer described the exclusive fea- 
tures of his own product, but few 
of the manufacturers who adver- 
tised ever lost sight of the over- 
all industry objective to push the 
advantages of electrical refriger- 
ators over old-fashioned ice boxes. 

“Today,” Mr. Fitzpatrick be- 
lieves, “television advertising is| 


following the same basic forrnula. |: 


Ads picture attractive TV sets and | 
plug the entertainment provided. 
Then the advertiser covers the ex- 
clusive features of his own set. 
But here, again, the individual ad- 
vertiser, in most cases, is con- 
cerned with the primary objective, 


which is to sell the idea of tele- 
vision.” 

Speaking of other specific ad- 
vertising themes, Mr. Fitzpatrick 
emphasized that “homes shown in 
our Post series are not just 
pretty pictures by an artist. They 
are architecturally designed houses. 
We commission a_ well-known) 
architect in New York to prepare. 
floor plans and perspectives and 
a commercial artist in New York 


brings them to life in full color. 


Advertising Age, November 27, 


“Many of our gypsum wallboard 
ads are slanted to the thousands of 
families who have purchased ex- 
pandable type homes with the 
second floor unfinished. We tell 
them how to do the finishing job 
and give them practical tips. But 
always we keep trying to sell the 
idea of owning a home to the peo- 
ple of America.” 


a Conditions have changed a lot 
since’ the three founders of Na- 


tional Gypsum—Joseph F. Hagger-| , tive to 
ty, Clarence E. Williams and Mel-| 77* “*# 7 "axe or youn PinsreamAe in ¢ 
vin H. Baker—staked everything] T= --5 > soo--stcmm] =A fe 
they had on the faith in their] Ssapsovcesce == SoS g] thoriti 
hearts. SS SET were 
“In 1925, Calvin Coolidge was| So-=3=<7=i— [ seus serves was 1 that T 
President,” Mr. Halbak recalls in} =*j-—=s-3— eon some fio chi 
his book. “... Broadway was talk-| *22escSc2un COE el dandir 
ing about ‘What Price Glory?’ and of the 
Ziegfeld’s new Follies, starring| THRILL SERIES—in 1945, National Gp their 
Will Rogers and W. C. Fields...| %¥™ "2" what it called a “thrill serie] pressec 
In the one-year-old Time, Rolls-| % °%4* °° earch - sepa of home} the ad 
Royces were shown in full-page - its bel 
ads. ife. 
~ ella lot of people could afford Hotpoint Names Clifford - . 
“But there were no easy money | Gramer and William Bartels | gecuti 
conditions for National Gypsum Clifford C. Gramer and Willian} & Rya 
Co. It needed a million dollars—a|C. Bartels have been appointe | ampai 
small enough amount in those ex-| @dvertising manager and Sale} quoting 
travagant days. Investment experts | Promotion manager, respectively | 4 had 
shook their heads. of Hotpoint Inc., Chicago. as taste 


“Competition is too strong,’ 
they said. “You haven’t a chance. 
You can’t issue stock on spit and 
a prayer.’” 

Three years later, in 1928, 
Joseph Haggerty died of pneu- 
monia, and poor health forced Mr. 
Williams into retirement. Melvin 
H. Baker was elected president by 
the directors and instituted a poli- 
cy of expanding to survive. 

He is still president of National 
Gypsum, and even in these per- 
plexing days of worldwide ideo- 
logical conflict and the threat of 
a third world war, he is still op- 
timistic. 


W. C. Bartels 


C. C. Gromer 


Mr. Gramer had been assistat 
merchandising manager. He sm 
ceeds Richard S. Holtzman, wh 
has been promoted to zone map§ the 
ager of the Los Angeles distric positive 
Mr. Bartels formerly had been a§ positive 
specialist on several of Hotpoint] The gz 
product lines. “nfinite 


ally to 
televisic 
and 


Starts New Ad Course 


A new course, writing for tele- 
vision, has been started by the 
Golden Gate College School of Ad- 
vertising, San Francisco. The San 
Francisco Advertising Club-spon- 
sored school held the first session 
of the new class Nov. 15. It is be- 
ing directed by Dr. Harold Hat- 
field, president of Photo & Sound 
Inc., San Francisco, and Mikki 
Kaye, free-lance TV writer. 


ABC-TV Adds KEYL 


KEYL, San Antonio, has be- 
come affiliated with Advertising 
none Co. Television Net- 
work. 


Ferguson to Bayless-Kerr 

Bayless-Kerr Co., Cleveland, ha 
been named to direct advertising 
of H. K. Ferguson Co., indusiria 
engineer and builder. 


k of Bum Art, high prices? 


Spread 4000 new, top agency-qualiy 
spots, covering every need; before you 
and pay only $1.00 for those you we 
Not a cheap throw-away; limited) 
recognized agencies, editors & Md 
rs. Write today for free brochur 
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TV Ads Take 
Positive Turn 
in New Phase 


(Continued from Page 1) 
turers” confirmed the fact that 
the drive shifted from the nega- 
tive to the positive faster than had 
heen originally expected. 


— A few of the educators and au- 
‘<=7e8 | thorities quoted in this campaign 
ws were strong in their convictions 
va wae fj that TV was a virtual necessity 
seme jfio children’s morale and social 
"===|I ¢anding. However, the majority 
of the authorities contributing 
onal Gi their views on the subject ex- 
rill serieg’ pressed only the positive side, i. e., 
s of the advantages of television and 
its beneficial effects on family 
re. |S 
| s. J. Schwinn, chairman of the 
artels |mecutive committee of Ruthrauff 
| Willign }& Ryan, which is handling the 


ampaign, told AA that statements 
qoting him as saying the early 
‘1a had been “out of bounds as far 
gs taste was concerned” were di- 
rect misquotes. 

“We think television is as much 
acreator of problems in homes as 
these ads say it is,” he stated, in 
gmmenting on the public reaction 
to the early appeal to parents to 
weep their children from being one 
athe have not’s by buying TV. 


a He said the agency merely had 
cnsulted child guidance experts 
and behaviorists on television’s ef- 
fects on children. The ads were 
based on the texts of their state- 
ments; they were negative ads if 
the statements were negative and 
| positive ads if the statements were 
positive, Mr. Schwinn continued. 
The agency man questioned the 
“infinite wisdom” of people gener- 
ally to determine how important 
television is and “to try to stifle 
ad throttle” the authorities 
quoted in the drive. 

Mr. Schwinn said he is unaware 
of any papers turning down the ad, 
which started the controversy. He 
also said that he knew of no manu- 
facturer which complained before 
the copy was used, excepting Ra- 
dio Corp. of America, which ob- 
jected to a few sentences in Dr. 
Angelo Patri’s statement. RCA 
agreed to go along, however, when 
me of the sentences was deleted, 
he stated. 


err 


»land, has 
ivertising 
indusirial 


| prices? 
gency -qualty 
d; before you 
hose you wi. 
ay; limited to 
ditors & Ad 
‘ree brochure 


STUD 


«It is not true,” he said, “to 
hink that the agency and manu- 
facturers were not disturbed by 
standing he reaction to the advertising, al- 
: hough we think we had a perfect 
\meriea# ight to tell the true facts—name- 
a:h4) that television does cause con- 
licts in homes in every area it 
teaches.” 
The reaction to the campaign 
would indicate TV is even more of 
# “sore spot in American life” 
han the industry realized, he con- 
Wnued. The industry, he said, has 
a “perfectly sound and logical 
basis” for emphasizing that “tele- 
Vision is a pretty vital thing, es- 
pPcially since the cost of a set 
Savery small amount of money 
compared with the amount of 
money it saves in entertainment, 
Say for a family of five.” 
Ruthrauff & Ryan again cited 
the case of Lifebuoy’s now famous 
“BO” push to sell soap, which, 
when first introduced, created the 
Sime furor among parent and 
aurch groups. “People found it 
Gistasteful, but that negative ap- 
Peach sold more hygiene to the 
Tican people than the text- 
had in 150 years,” he said. 


© Mr. Schwinn characterized the 
complaint as a “rather 
Mtine thing,” of the sort “that 
Wually happens when any con- 
"oversial advertising runs.” 

The agency earlier this week an- 


| 


Advertising Age, November 27, 1950 


Youd Give Them the World If You Could 


... Lhis Christmas You Can! 


‘your ramicy Christmas 1960 can be the 
most wonderful Chnstmas 


For never, before television, could you give 
your loved ones all the whole wide world _ 
the exciting world where history happens 
every day before your eyes 


@ the world of adventure, where « little girt 
can be 2 princess, and s six-year-old bey can 
for ete 


+ the workd of sports where champrans teach 
sportamanship as weil as abil! 
+ the wortd of lmaghter, which sweeps sway 
the days cares lithe broom 
# the world of great music and cultare—o 
sortd of imapuration and reawskened [arth 
‘Yes, these golden hours are yours to share 
when you're « television family... but lost for- 
‘ever if you delay. Never before im all history has 


at 20 modest « price. Place your order for s TV 
eet pow — for this is the Chnstmas you can give 
the world to your family 


LAOORTER unter your rewt— the shared 
Pmmeere (hes tees vm feematy hee The 


ee yom being room every might oe TV 


TELEVISION 
Inay never again cost so little! 


EASY PAYMENTS—SEE YOUR DEALER TODAY 


~ 


ON POSITIVE SIDE—The next ad in the TV manufacturers’ ad campaign will be 

this “positive” ad because, Ruthrauff & Ryan told dealers last week, “the impact of 

the first ad was so powerful and the reaction so vigorous and strong that—in ad- 

vance of the planned time schedule—the desired effect of the emotional appeal has 

already been achieved.” Featured in this ad is a statement from Mrs. Eleanor 

Roosevelt, quite different from the quotation attributed to Dr. Angelo Patri in the 
first ad. The radio spots are also being shifted to the “positive” side. 


nounced: 

“It was originally planned to 
start this positive facet of the 
campaign about the third or 
fourth advertisement. However, 
the impact of the first advertise- 
ment was so powerful and the 
reaction so vigorous and strong, 
that the advertising committee 
and Ruthrauff & Ryan decided to 
advance the release date on this 
positive advertising and conse- 
quently the second advertisement 
appearing in all newspapers 
carries this theme, as will all ra- 
dio spots.” 

The advertising committee, made 
up of representatives of some of 
the sponsoring companies, met 
here this week to discuss copy. The 
present theme—the wonders of 
television—will continue via ra- 
dio and newspapers until Christ- 
mas. 

There are tentative plans for 
continuing the drive next year, if 
production and other factors are 
favorable. 


a Meanwhile, criticism of the 
early TV-Is-Necessary-To-Keep- 
Your-Child-Happy advertising 
continued to come in. 

The executive board of the 
Newspaper Guild of New York 
blasted the “highly unethical ad- 
vertisements in the New York 
newspapers indicating that chil- 
dren who do not have television 
sets are underprivileged. Such 
nonsense is sheer snob appeal. The 
board urges that no more such ad- 
vertising be accepted by newspa- 
pers.” 

Mrs. Eleanor Roosevelt was 
quoted by the World-Telegram & 
Sun as characterizing the appeal 
as “horrible,” but within a few 
days the new happy approach ads 
carried her picture and an en- 
dorsement of television as a “mag- 
nificent opportunity to increase 
the education...available to the 
children of today.” 


]. L. Hudson Names Newman 


Lawrence Newman has been ap- 
pointed art director of J. L. Hud- 
son Co., Detroit department store, 
effective Dec. 4. For the past eight 
years, he has been assistant art 
~— of R. H. Macy & Co., New 
ork. 


‘NY Times’ Promotes Freese 


William Freese, with the New 
York Times since 1926, has been 
appointed European manager of 
the Times’ international air edition, 
with headquarters in Paris. Mr. 
Freese previously was production 
manager of the international air 
edition. 


Elects Arthur McGinnis 


Arthur J. McGinnis, acting 
treasurer of Simmons-Boardman 
Publishing Corp., New York, has 
been elected treasurer and a di- 
rector of the corporation. He 
joined the organization in 1940 as 
associate editor of Railway Age. 


Bert Johnston Incorporates 

Bert Johnston Productions, Deer 
Park, O., producer of 16mm mo- 
tion picture films, has been incor- 
porated. G. Carlton Hill, vice-pres- 
ident of the Fifth-Third Trust Co., 
Cincinnati, has been named a vice- 
president and director. 


of television advertising by Clar- 
ence Hatch Jr., executive vice- 
president of D. P. Brother & Co., 
Detroit, highlighted the annual 
meeting of the Michigan Council, 
American Assn. of Advertising 


last Thursday. 
Television programs, Mr. Hatch 


peal to the kind of people who 
make up the particular market for 
the product. Secondly, the show 
must be compatible with the prod- 
uct itself. 

Having a show that is in har- 
mony with the product and the 
sales message makes it possible to 
maintain the high level of the 
program throughout the commer- 
cial, Mr. Hatch said. “If the com- 
mercials are ‘well done, the audi- 
ence will stay with you and actu- 
ally enjoy them.” 


s Although TV will sell even 
when the customer does not like 
the commercial, it really goes to 
work as a salesman when the 
viewer gets some actual enjoyment 
out of the commercial, he said. 

As an example of what a sales 
message can do if well integrated 
into the whole show, Mr. Hatch 
discussed the integrated technique 
used on “The Goldbergs.” “A re- 
cent survey showed,” he said, “that 
audience attention during the tele- 
vising of ‘The Goldbergs’ actually 
rises at the time that Molly begins 
her selling job.” 

Concerning a direct sales pitch— 
the commercial that makes a clean 
break with the rest of the program 
—the key to its success “lies in 
using television’s friendly intimacy 
to the utmost,” Mr. Hatch said. 
“It’s important to keep constant- 
ly in mind the basically informal, 
intimate nature of TV reception. 
That’s one of the things that gives 
television such tremendous impact, 
the intimacy of it, the close, 
person-to-person relationship be- 
tween viewer and screen. Never 
forget TV’s private, personal living 
room setting.” 


ws Along with the problem of the 
type of program and commercial to 
use, Mr. Hatch discussed the ques- 
tion of live vs. film. Television 
producers generally agree, he said, 


that for realism, picture quality, 


Agencies, in the Hotel Statler here | 


said, in order to best put across) 
the sales message, must first ap-| 


How to Keep Viewer Happy with TV x 
Commercial Told by Clarence Hatch 


Detroit, Nov. 22—A discussion 


a sense of immediacy and audience 
impact, a good live show has a 
| definite edge over film. 
| However, live telecasts do have 
| serious limitations such as automo- 
| bile demonstations requiring out- 
door action, or props or selling 
equipment which are too large or 
complicated to take into a studio. 
“In the last analysis,” he said, “the 
answer depends on what your 
product is, how you want to pre- 
sent it, where and how often you 
want to show the commercial.” 
Regarding advertisers who de- 
pend exclusively on spot commer- 
cials and have the problem of 
turning out one-minute or 20-sec- 
ond spots that do a selling job by 
themselves, independent of any 
program vehicle, Mr. Hatch sug- 
gested one rule: “It’s important,” 
he said, “to give the viewer some- 
thing of real value in return for 
his time and attention. The viewer 
must be adequately compensated 
for his viewing. That compensation 
may be real entertainment, inter- 
esting information or both.” 


s Mr. Hatch warned the meeting 
that commercial television is likely 
to run into competition such as 
radio has never known, During the 
past few months, he said, big 
screen theater TV and Phonevision/ 
have offered challenges to present- 
day television advertising. 

“To meet such challenges,” he 
said, “it is up to us, in the adver- 
tising business, to do our part to 
keep television on a high plane. 
We must make a special effort to 
do such a good quality job of pro- 
gramming, and such an attractive 
quality job with our commercials, 
that the American public will be 
perfectly willing to keep looking 
and keep listening. We in the ad- 
vertising business must strive 
harder than ever to give the view- 
er programs that will repay him 
for his time. 

“We must also strive just as 
hard to make commercials pleas- 
ant and palatable—and avoid the 
annoyances and irritations that 


will foster public ill-will. As 
George Kauffmann, the play- 
wright, recently said: ‘The best 


thing about TV is that you can 
turn it off.’ And Americans will 
turn it off, if we aren’t careful 
what we do with programs—and 
commercials.” 


NAB Asks Broadcast Advertising Bureau to 
Study Growth in Coverage, Impact of Radio 


WASHINGTON, Nov. 22—National possibility of collecting confiden- 
Assn. of Broadcasters took the tial data from stations on the con- 


first steps to activate Broadcast 
Advertising Bureau Inc. last week 
when it passed a resolution ask- 
ing BAB “to undertake a study 
into the growth of radio as evi- 
denced in expanded coverage and 
the enlarged impact of the medi- 
um.” 

The action was taken at the 
closing session of the NAB’s three- 
day meeting here, and the bureau 
was asked to have the results of 
its study ready for presentation in 
Chicago at the NAB annual meet- 
ing in April, 1951. 

The board of directors of the 
association commended the efforts 
of the Broadcast Audience Meas- 
urement Committee during the 
past two years, and agreed to ad- 
vance the committee a sum not to 
exceed $5,000 for use in organiz- 
ing preliminary and exploratory 
meetings until BAM can become 
self-supporting. 


a The board also accepted the fol- 


| 


tributions made by stations to 
charitable and _ public service 
causes, with an evaluation of the 
total amounts of such contribu- 
tions. 

2. That NAB should enter the 
“Wisconsin lottery case” as a 
friend of the court, to give assist- 
ance to Wisconsin broadcasters in 
the event the case comes to trial. 
The case referred to is one in 
which the attorney general of Wis- 
consin recently instructed stations 
in that state to remove certain 
programs from their schedules, 
classifying them as in violation of 
state law. 


a 3. That NAB should continue 


participating in any efforts oppos- | 


scriptions used, however, must 
have been made within the week 
during which the program is aired. 


R&R Handling Hadacol Test; 
Paramount Now Majestic 


Ruthrauff & Ryan has been ap- 
pointed by LeBlanc Corp., La- 
fayette, La., maker of Hadacol 
vitamin and mineral preparation, 
to conduct a $250,000 advertising 
test in December. 

LeBlanc’s other advertising con- 
tinues through Majestic Adver- 
tising Agency of Lafayette and 
Houston. Majestic was formed re- 
cently (at first under the Para- 
mount Advertising Agency name) 
and took over some accounts han- 
dled by Hedrick & Towner, among 
them Hadacol (AA, Oct. 16). L. 
H. Towner is head of Majestic; his 
former partner, M. D. Hedrick, is 
not associated with Majestic. 


Appoints Claude Lee 


Effective Dec. 1, Claude F. Lee, 


ing unjust and inequitable taxa-| vice-president of Tom Connors As- 


tion, although at the same time ac- 
knowledging the need for increased 
revenue by the government. 

The board also agreed to peti- 
tion the FCC to make permanent 
its temporary ruling requiring sta- 


sociates, will join the Motion Pic- 
ture Advertising Service Co., New 
Orleans, as divisional sales man- 
ager for the northeastern states 
|} and associate director of national 
| advertising sales. Mr. Lee, who 


| was formerly director of public 


lowing recommendations from its tions to announce only once daily yejations for Paramount Pictures, 


AM committee: 


that portions of their network pro- | 
1. Exploration by NAB of the| grams are transcribed. The tran-| pany’s New York headquarters. 


will make his office in the com- 
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Congress Winds Up; ‘Sure’ 
Item is Defense Appropriation 


WASHINGTON, Nov. 22—The 
lame duck Congress limps back 
to town Monday to wind up its 
affairs. About the only sure item 
on the agenda is an emergency 
appropriation for military and 
atomic energy purposes. 

Tax legislation will probably 
have to go over to the 82nd Con- 
gress. Statehood for Alaska and 
Hawaii may come up. 

Rent control promises to be a 
hot issue. President Truman is 
seeking a stop-gap extension of 
federal law through March 31, 
pending restudy of the entire prob- 
lem. Burnet Maybank (D., S. C.), 


Is This the 
Time to Stop 
Selling ? 


You’re sunk if you try it—it’s 
like shooting the horse before 
the barn door swings open. 
With the possibility of com- 
petitive selling just around the 
corner, few companies can af- 
ford the luxury of cutting back 
their selling effort, particularly 
in view of new credit restric- 
tions and somewhat padded 
backlogs. Even companies who 
could over night be converted 
exclusively to war work and 
those whose entire production 
is still being sold over the phone 
are not taking any chances on 
scuttling their selling. Simul- 
taneously, plans are being made 
to increase flexibility in the 
event that the warm war gets 
hotter. 


In this atmosphere of uncer- 
tainty, where you know the 
names and numbers of all the 
players but not what the game 
is, no one can afford to be with- 
out an immediate and an alter- 
nate plan—and the ability to 
move in either direction. 


To help clear the air on this 
problem of gearing your sales 
staff to total selling or total 
stalling, the current issue of 
Modern Industry offers a check 
list and survey for the harried 
management man who must be 
ready for either eventuality. It 
is the continuous flow of infor- 
mation such as this on pressing 
executive problems that has 
been responsible for Modern 
Industry's amazing popularity 
among executives in the man- 
ufacturing industries. 


If you have a story to tell 
top management, advertise in 
Modern Industry. It assures 
you of a receptive audience. 


Modern 
Industry 


400 MADISON AVENUE 
moa NEW YORK 17, NW. Y. 


By STANLEY E. COHEN, Washington Editor 


chairman of the Senate banking 
and currency committee, takes the 
position that rent control should 
lapse. 

* * 2 

Radio and TV manufacturers 
barely missed a complete shut- 
down this week, by begging an 
emergency allotment of cobalt 
from National Production Author- 
ity. Cobalt, essential to electro- 
magnets used in speakers, will con- 
tinue to be scarce, so the radio 
and TV outlook remains bleak. 

The industry’s November allot- 
ment is only 30% of the usage 
during early 1950—when produc- 
tion was considerably below the 
rates of more recent months. Ra- 
dio and TV will switch to older 
type electromagnets which do not 
use cobalt. For the long haul, the 
industry appears to be in for at 
least a 50% cut in output. The net- 
work of controls continues to build 
slowly—too slowly for some in- 
terested parties. The communica- 
tions industry, for example, is 
seeking a priority for maintenance 
and repair materials. Steel and 
zinc producers contend the entire 
output of their industries should 
be controlled. Two Republican 
senators—Ives of New York and 
Martin of Pennsylvania—are call- 
ing for price control. 

For the most part, government 
administrators are convinced that 
it is just as dangerous to move 
too rapidly as too slowly. They 
are not likely to resort to stringent 
allocations programs until military 
spending steps up considerably. 

During the next few days top 
military officials must make basic 
decisions on the 1951-52 budget, 
which goes to Congress in Janu- 
ary. Their problem is to pare about 
$60 billion procurement plans to 
about $40 billion, the military 
spending goal for the coming year. 

Their budget decision determines 
many things about the future U. S. 
economy—the amount of control, 
the rate of taxes, etc. It also de- 
termines the kind of defense or- 
ganization we have, and in the 
final analysis it determines our 
ability to hold our own in the 


struggle for a free world. 
° e e 

Legality of non-commercial 
trade publication ads as a cost item 
in military supply contracts was 
clearly recognized in a court of 
claims settlement this week. At 
stake was $2,477.40 worth of trade 
publication space used by Com- 
mercial Iron Works, Portland, Ore., 
during World War II. 

Navy cost inspectors allowed the 
ads as a reimbursable cost in three 
contracts for ships, but General 
Accounting Office contended that 
advertising could never be an ad- 
missable cost. Settlement was ne- 
gotiated by the company and the 
Department of Justice, approved 
by the court of claims. In agreeing 
to pay for the ads, the govern- 
ment’s stipulation said: “The evi- 
dence shows that the journals in 
which the plaintiff advertised were 
the type contemplated by the 
‘Green Book’ (Navy cost author- 
ity during World War II), that the 
advertisements themselves were 
non-commercial in character, and 
that the amounts expended were 
reasonable in amount.” 

Note: Though “Green Book” is 
no longer used, the same principle 
probably applies to Section XV 
of the “Joint Principles of Contract 
Costs,” now used by all three serv- 
ices. 

« o . 

Educational broadcasters go be- 
fore the Federal Communications 
Commission Monday to ask that 
at least one VHF channel in every 
metropolitan center be reserved 
for non-commercial educational 
use. Where all VHF channels are 
in use, educators want the com- 
mission to require that broadcast- 
ers give a percentage of their time 
for non-commercial educational 
programs. : 

Former FCC General Counsel 
Telford Taylor, who is represent- 
ing educational groups, may cash 
in on criticism of TV program- 
ming, which has been one of the 
unhealthy results of that “your 
child will suffer” ad. Educators say 
TV can be wonderful—in their 
hands. 

~ + * 

Census Bureau has published 
population by wards for U.S. cities 
of 100,000 or more, based on the 
1950 census (Series PC 3 No. 5). 
Within a few days, it will begin 
Series PC 5, giving race, nativity, 
sex, age, school enrollment, resi- 
dence, marital status, family in- 
come and occupational data for 55 
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National Nielsen-Ratings of Top TV Shows 
Two-Week Period Ended Oct. 7, 1950 
All tigures copyright by A. C. Nielsen Co. 


Total Homes Reached 


Rank ram (000) 
1 Texaco Star Theater (NBC) ........ 5,115 
2 Blue Ribbon Bouts (CBS, Pabst) .. 3,962 
3 Philco TV Playhouse (NBC) ........ 3,296 
4 Fireside Theater (NBC, P&G) ...... 3,271 
5 Colgate Comedy Hour (NBC) ...... 3,129 
6 Arthur Fe (CBS, Liggett & 

ON RRS ee eee 3,117 
7 Stop he Music se, Loree 3,005 
8 Martin Kane (NBC, em .. 2,978 
9 Arthur Godfrey (ces, Pillsbury) .... 2.927 
10 Your Show of Shows (NBC, 


Snowcrop) 2,901 
(Ger Conk 1 WE tans conthed tn thats cities Where he grepecn Gas Wanane: 


Program Popularity* 

Rank m (%) 
i. Star (206) ....cc08 Ch 
2 Fireside Theater (NBC, P&G) ...... Ms 
3 Blue Ribbon Bouts (CBS, ) sees 
4 Arthur Am ad (CBS, Liggett 
5 arther Godfrey (CBS, Pillsbury) ..... a 
6 Lone Ranger (ABC, General Mills) .... gag 
7 Lucky Strike Theater (NBC) ........ 425 
8 Arthur Godfrey (CBS, Toni) ........ 4y 
9 Philco TV Playhouse (NBC) a 
10 Man Against Crime (CBS, 

PE ae as 


big metropolitan areas. For the 
complete schedule of data to be 
published from the 1950 popula- 
tion census, write Frank Wilson, 
information director, Census Bu- 
reau, Washington 25, D. C. 

[ e a 

Food and Drug Administrator 
Paul Dunbar is in the peculiar 
position of arguing that “triple 
rich bread” marketed by Consum- 
er Co-ops is “too good” to be 
called bread. Under proposed 
bread standards, the co-op prod- 
uct, developed by Dr. Clive Mc- 
Cay, famous nutritionist of Cornell 
University, cannot be labeled 
bread, white bread, or enriched 
bread, because it contains too much 
soy flour, milk solid and wheat 
germ. 

“Aside from all legal considera- 
tions,” Dr. Dunbar comments, “the 
advocates of the McCay formula 
are illogical in demanding that the 
product be recognized as white 
bread.” Dr. Dunbar thinks they 
ought to “welcome the opportuni- 
ty” to use a name which differ- 
entiates it from conventional 
bread. 


Picture Press Names Spier 


Picture Press Inc., New York, 
has appointed Franklin Spier Inc., 
New York, to handle advertising 
and promotion for its series of 
photographic picture books. New 
York dailies are being used for the 
first book. Future plans call for 
publishing a new book every 
month. 


Nicholson Promotes Roddy 

Paul J. Roddy has been ap- 
pointed assistant domestic sales 
manager of Nicholson File Co., 
Providence, R. I. He was formerly 
district manager of the metropoli- 
tan New York-New Jersey terri- 
tory. Mr. Roddy succeeds Ed- 
mond A. Neal, who has been made 
domestic sales manager. 


‘TV’ and Not'VD' ~ 
Is ‘Parents’ ’ New 
Matchbook Subject 


New York, Nov. 20—Al Leip. 
inger, executive vice-president jp 
charge of advertising of Parenty 
Magazine, with his tongue in th 
region of his cheek, declares th 
magazine is performing a certaip 
new and useful service for the 
entire publishing industry. 

Taking a cue from an activity 
of the armed forces during Worl 
War II, when matchbooks wer 
distributed to GIs with the im. 
printed message, “Let’s stamp out 
V. D.,” the magazine is now pass. 
ing out matchbooks on Madison 
Ave. with the message, “Help 
Stamp Out TV.” 


Broadens Dealer Help Plan 


Perfection Stove Co., Cleveland 
has scheduled a broadened 195i 
dealer help program for its 20,00 
dealers throughout the country. 
The company’s 50-50 cooperative 
advertising plan will include news 
papers, radio, television and @ 
and bus cards, plus a mat servie 
of 1- to 4-column ads. Point of 
sale material will include muli- 
page consumer folders in full color, 
single-color envelope stuffers and 
window and counter displays. 


Changes Publication Date 
Effective with the Jan. 8 issue 
Railway Age will change its pub- 
lication date from Saturday to 
Monday. The date change will not 
affect advertising closing dates. 


‘Family Circle’ to D-F-S 
Family Circle has named Dane 
er-Fitzgerald-Sample, New York, 
to handle its advertising. 
appointment is effective Dec. 1. 
French & Preston, New York, for 


merly had the account. 


A\merican fDecalcomania fCo. ¢;.-.. 


DEALERS WINDOWS 


on request. 


Dealer windows and store interiors provide extremely important 
advertising space. Mass circulation, dealer identification, point-of- 
purchase promotion are all furnished when that FREE space is 
utilized with American Decal signs and valances. Attractively col- 
orful, long lasting and easily applied American Decals can play 
an important part in promoting the popularity and preference of 
your product. Skilled creative designing service and consultation 


DISPENSERS - FIXTURES, ‘ETC. 


4334 W. FIFTH 
HLLI 


VE. 
Goss 


The I 


ee yi Advert 
“4 ill ‘ ° W. a 
agpte’e “tp frye PS tee) Dik) age of 3s toe _ Pay 
ee on a 
pies (wr ECC WCAL 
be ferent 
a = ee oe The 
2 day, 0 
es ; ming : 
Sept. 
Ree comple 
e advert 
; Radio 
whose 
ie. CBS n 
J yeaeeetans use of 
sn ate el, As | 
Te this le 
Ace th 
to exp 
a ther. 
a sn 
ee oreir. shows, 
Crete le 
@eeeceee0e0ee000800808680 a oth 
cp are sti 
ee phia p 
- of the 
: hour sl 
is Asar 
Pras! yes tively 
eae to the 
See eit ies 
ing eae Nis tract f 
a 
— i To Pu 
; Teleg 
, has scl 
ow. lication 
she a , for dos 
More 25¢, wi 
bias well as 
nee - a ing, tra 
ae Appoii 
Te ge Fran) 
eee importe 
Ri hold ru 
oes: a de Gu 
ae Drees agency. 
a cag Norm 
Ree tive of 
iy Agia Angeles 
aia ee — 
ee 
ea 
‘ De Oe Ee Ne cae ee kes eee ; ak ‘ i ia at oe Fr eee , ~ ‘ 
fe 4 oe aa @ i. - 3 
Ve: ee ed “ * ; ef aso 
& advertising space | le = NG Fa) 
¥ ae : vertisi — - i rie, i 
ot arr ~* ne, ’ : 
icbges! 3 te i Same DT a fs 
Se: : 
ae r} 
ee is * 
i Sct 
gee FE CAN BE E 
= u ith 4 FS 
| al 5 e ae 
es ‘American Vecat =z zs 
: : “a nes ae. -Sbudweisert- jo <2 a 
; eek Ms ‘ : ee. Beer il a 
2 = ae a 3 cole aes a miei ES - ‘iain — <a Pees 3 
oe WIRDOW SIGNS <7 TEE TF 
she - - ey sane ces Dd Golaga’ °*:\ 
—lUrvx-S ano VALANCES =" Le ee ¢ 
| ra f iN DB : oy oe Unsere 6a0 
eas 7 _ ee ag go ae ’ | 
ae ie Z > ee : e ; 2 : ve 4 
ih en ty ae rae | 
ee eeeeee eee 02000036 : 
si dali aR eee wes is aes Reape cal Ah iia nae ek he ewe Fay Ritter er a RR es tr aan ence Reena °° 


| ar 


Bdvertising Age, November 27, 1950 


j7-Hour Telecasting 
Pays for WCAU-TV 


PHILADELPHIA, Nov. 22—In the 
first complete month of telecasting 
a 17-hour daily schedule, 


“eee 


oeeeee 


i 


WCAU-TV had a total of 214 dif- 
ferent advertisers using its facili- 


_ a station began its 17-hour 
day, one of the heaviest program- 
ming schedules in the country, on 
Sept. 11. At the end of the first 
complete calendar month, 68 local 
advertisers, 89 clients through CBS 
Radio Sales, and 57 sponsors 
whose business was placed through 
CBS network programming made 
yse of WCAU-TV facilities. 

As a result of the success of 
this lengthy programming sched- 
we, WCAU-TV told ADVERTISING 
Ace that plans are now being made 
to expand the schedule even fur- 
ther. 


gin a number of participating 
shows, availabilities have been 
gempletely sold out; in a majority 
of other shows, only a few spots 
ae still available. 

John Wanamaker of Philadel- 
ghia participated in the initiation 
od the 17-hour day with a 1%- 
hour show each weekday morning. 
As a result of the initial six-week 
test period, the store has tenta- 
tively extended the show through 
to the end of the year. American 
Stores Co. has extended its con- 
tract from two weekly half-hour 
shows to five each week. 


fo Publish ‘Your Dog’ 
Telegraph Press, Harrisburg, Pa., 


‘Hhas scheduled for December pub- 


lication a new service magazine 
for dog owners, titled Your Dog. 
The new publication, to sell for 
%¢, will carry fiction articles as 
well as features on the care, feed- 
ing, training and grooming of dogs. 


Appoints Royal & de Guzman 


Franklin Rug Co., New York, 
importer and distributor of house- 
hold rugs, has appointed Royal & 


de Guzman, New York, as its 
agency. 
Erwin, Wasey Names Best V. P. 


Norman F. Best, account execu- 
tive of Erwin, Wasey & Co., Los 
Angeles, has been made a vice- 
ipresident of the agency. 


“WHO CARES? I'VE HAD MY 
‘23 CHEVROLET’ CHANGEOVER/* 


Old Man Winter hess habit of seating up on you Right now = 
‘the tume for your fall changeover 

‘Thin summer lubricants aren't built for tough cold weather driv. 
ing You need free flowing winter oil, a winter lubrication job, fhush 
and change of rear asle and transmimon. It's not too sarily for 
‘entifreese, exther. 

‘Have the work done by one of the 23 authorised Chevrotet 
dealers of the Philad. the only people prem 
“13 Chevrolet Service.” That means factory-trained mechanica, 
factory approved metheds, genuine Chevrolet parts, 

‘This ie no year to take chances with your car. Come in now— 
for both changeover and State Lnepection! 


COLD:PROOF YOUR CAR 


CHEVROLET 
SERVICE 


PITCHMAN—The Sunoco service man at 


left seems to be acting as pitchman for 


Chevrolet dealers in this juxtaposition of ads in the Philadelphia Bulletin. 


Liquor Store Dealers, Bar Keepers Get 
Helpful Boost in Seagram Newspaper Ads 


New York, Nov. 22—Seagram- 
Distillers Corp. will take a new 
tack in newspaper ads to appear 
the week of Dec. 10-16. The holi- 
day copy is not only a message of 
appreciation to consumers but a 
compliment to liquor store owners, 
tavern keepers and their employes. 

The ads—seven columns by 171 
lines, generally—will appear in 268 
newspapers in 196 cities. (There 
will be some variation where the 
ads run in exclusively package- 
store states.) 

Pictured in the ad is a liquor 
store window at left and a bar- 
tender at right, over the headline 
“Thanks a million—and a Merry 
Christmas.” Copy points out that 
the illustrations represent “the 
thousands of hard working, re- 
sponsible business men whose 
pleasure it is to serve you...” 
Seagram’s Seven Crown is fea- 


PRINTING | 


“= 
os" 
PY 


- 400 North Rush Street 


QGeithorn FOR AD-SETTING 
Ghithorn FOR ENGRAVING 
Getthorn FOR PRINTING 


FAITHORN is the ONLY concern in Chicago 
that offers advertisers this COMPLETE SERVICE... 
a definite saving of TIME, TROUBLE and MONEY. 


Daithorm Corporation 


Telephone Whitehall 4-2300 


e Chicago 11, Illinois 


tured. 

In the same week, in 41 trade 
publications, Seagram ads _ will 
picture its divisional sales vice- 
presidents, who explain the ap- 
proach adopted by the distiller for 
the holiday consumer copy. 


HARWOOD’S HOLIDAY 
ADS FEATURE DECANTER 


BALTIMORE, Mp., Nov. 21—H. 
Harvey Co., U. S. importer of Har- 
wood’s Canadian blended whisky, 
this week begins a magazine and 
newspaper holiday ad campaign in 
23 major markets. 

Featuring Harwood’s new de- 
canter, newspaper units of 100 and 
200 lines in 29 dailies carry a 
headline declaring, “Here’s one 
gift no one will exchange.” Multi- 
ple weekly insertions will be used. 

Two-color and b&w ads ranging 
from one column to two-thirds of 
a page will run in the November 
and December issues of Collier’s, 
Fortune, The New Yorker and 
Newsweek. 

Kaufman-Strouse agency here 
handles the account. 


Hecht Uses TV to Promote 
Christmas Catalog 


Hecht Co., Washington depart- 
ment store, is backing up its 
Christmas catalog distribution with 
a TV show, “A Xmas Catalog of 
the Air,” on WTOP-TV, Washing- 
ton, Wednesday, Thursday and 
Friday, 7-7:30 p.m. The show 
demonstrates the use and appeal 
of many of the items in the cata- 
log and urges the early use of or- 
der blanks. This TV program will 
run until mid-December. The 
store’s “Shop By Television,” a 
straight selling show taking tele- 
phone orders for demonstrated 
merchandise, will continue twice 
weekly on WMAL-TV, Washing- 
ton. 

Newspaper ads also will an- 
nounce the Christmas catalog dis- 
tribution and will offer the catalog 
upon receipt of coupon. 


Appoints Lago & Whitehead 


O. A. Sutton Corp. has appointed 
Lago & Whitehead Co., Wichita, 
Kan., agency, to handle the adver- 
tising for Vornado air circulator 
and the Vornado room air condi- 
tioner. Trade publications, maga- 
zines, newspapers, radio and tele- 
vision will be used. 


Schnitzer Agency Moves 


Bernard B. Schnitzer Inc., San 
Francisco, has moved its offices 
—_ 256 Sutter St. to 347 Stockton 

a 


Elects Lanagan President 


National Automatic Merchandis- 
ing Assn., Chicago, has elected J. 
B. Lanagan, president of Nik-O- 
Lok Co., Indianapolis, as president. 
Aaron Goldman, president of G. B. 
Macke Corp., Washington, and 
I. H. Houston, president of Spa- 
carb Inc., Stamford, Conn., have 
been named vice-presidents. J. T. 
Pierson, president of the Vendo Co., 
Kansas City, Mo., and C. S. Dar- 
ling, executive director of the asso- 
ciation, have been reelected treas- 
urer and secretary, respectively. 


Dodge Promotes Woolsey 


‘William S. Woolsey has been 
named assistant director of truck 
sales of the Dodge division of 
Chrysler Corp., Detroit, succeed- 
ing George A. Orphal, who has 
been made western sales director. 
For the past year, Mr. Woolsey had 
been truck sales supervisor. 


Blomquist Joins Esty 


Donald Arthur Blomquist, for- 
merly with Sullivan, Stauffer, Col- 
well & Bayles, has joined the tele- 
vision department of William Esty 
Co., New York. 


67 


Gets Textile Account 

Forster Textile Mills Inc., Chi- 
cago Heights, Ill., manufacturer of 
woven fabrics, has placed its ad- 
vertising with Cyril Williams Co., 
New York. Trade publications and 
direct mail will be used. 


Nutrena Sponsors Sport Show 

Nutrena division of Cargill Inc., 
Minneapolis, is sponsoring “Jerry 
Carnes Sport Show” on KSTP-TV, 
Minneapolis-St. Paul, NBC affili- 
ate, on Wednesdays, 10:30-10:45 
p.m. 


Names Currier Copy Chief 
Arnold R. Currier, formerly cre- 
ative director of F. W. Prelle Co., 
Hartford, Conn., agency, has been 
appointed copy chief of Reilly, 
Brown & Willard, Boston. 


QUALITY...SPEED...ECONOMY 


So what? 


~~ 


7 


There isn’t a radio station which can’t claim some 
sort of first. Maybe first with left-handed defensive 
quarterbacks, or first to use diamond - studded 
microphones, or what have you. 


We sport a few FIRSTS, too... profitable ones 
for those who take advantage of them. 


Such as: a show called ‘“‘Club 1300’. WFBR- built 
and produced. FIRST in rating against every kind 
of opposition thrown at it for ten years—from net- 
work soap operas to giveaways! Another one called 
Shoppin’ Fun. Another called Every Woman’s 
Hour. Others like Morning in Maryland, the Bob 
Landers Show, Homemakers Harmonies and more 
»--a lot more... rate first with advertisers who 


want results. 


All right up there in the ratings—all with huge fol- 
lowings. All available to advertisers on a partici- 


pating basis. 


Has your curiosity been tickled? Contact a John 
Blair man or WFBR direct. You'll be shown very 
clearly why, in Baltimore, you need 


ABC BASIC NETWORK @ 5000 WATTS IN BALTIMORE, MD. 
REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY 
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Factors Other Than TV Caused Drop 
in Baseball Attendance: Jordan 


(Continued from Page 1) 
Jordan’s analysis, was responsible 
for about one-third of the attend- 
ance loss in the major leagues. He| 
found that the combined clubs 
played 36 fewer openings in °50 
than in °49, and three times as| 
many of the “big” days—Sundays | 
and holidays—were rained out 
this season. | 


w These postponements caused a) 
heavy jam of makeup games late | 
in the season, he added, when the 
average draw per game was cut) 
nearly 50% in many clubs. He 
strongly recommended that base- 
ball study ways to make up more 
games from June through August, 
when attendance is better. 

Team performance continues to 
have a dominating effect on at- 
tendance, the analysis showed. The 
nine major league teams that im- 
proved performance (all televised) 
played to a combined attendance 
increase of 1.6% per opening. 

The seven teams with lowered 
performance (including one not 
televised and one with only 11 
games televised) played to a com- 
bined loss of 22.2% per opening. In 
the eight leagues where televised 
teams did better than non-tele- 
vised, improved performance was 
the main reason. 

“A definite factor in the major 


| IDEA-OLOGY *“ 


Advertising with an instantaneous ap- 
peal—based on a fresh approach—origi- 
nality—sound selling. Ads, sales letters, 
literature, travelture. Serving agencies 
and advertisers. 


“That Fellow Bott” 


= Leo P. Bott, Jr., 64 E. Jackson, Chicage 


league attendance decline,” Mr. 
Jordan said, “was that improved 
performance on the average 
shifted to the smaller drawing 
clubs.” 


s Pointing out that in his earlier 
study he had forecast a leveling 
out in sports admission, he empha- 
sized that baseball has to face the 
same economic laws as other bus- 
iness enterprises. 

“Movies, theater, opera and 
other entertainment started to de- 
cline in 1947 along with the decline 
in ‘real dollar’ income,” he said. 
“Sports have been the only major 
form of outside entertainment to 
run counter to this trend in both 
1948 and 1949, and a leveling out 
from the high postwar peaks is 
almost inevitable.” 

He said that 50 out of every 100 
new business enterprises in the 
U. S. fail within two years, and 
that sports have a very much 
better record than business in gen- 
eral. 


= “However,” he added, “some 
sports enterprises will fall by the 
wayside, just as some businesses 
do—and nothing will prevent that.” 

The biggest single danger to 
minor league baseball, in the young 
analyst’s opinion, is overcrowding 
of the airwaves with too many ma- 
jor league sportscasts, both radio 
and TV. In some minor league 
towns, he pointed out, there are 
three, and sometimes four, base- 
ball games on the air in a single 
day. 

“This is too much, and it 
threatens to build a ‘major league 
frame of mind’ that can prove 
very harmful to the entire minor 
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THE CHARLESTON EVENING PosT 


News and Courier — 
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Keep Your Eyes on Charleston, S. C. 


CHARLESTON 


CENTRAL CITY 
COUNTY SEAT OF 
CHARLESTON 


CHOICE MARKET. 


CHARLESTON CO., 
PROSPEROUS AND 
GROWING, 
THE CHARLESTON 
METROPOLITAN 
COUNTY AREA. 


IN THE 10 YEAR PERIOD BETWEEN MARCH 1940 AND 


PERIOD THE TOTAL COMBINED SUNDAY AND DAILY 
CIRCULATION OF CHARLESTON NEWSPAPERS IN- 
ACCORDING TO PUBLISHERS’ 


In 1949, Charleston's two newspapers, THE NEWS AND COURIER and 
THE CHARLESTON EVENING POST set an all-time high in 
advertising lineage, general, retail and classified. 


The 
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FORMS 


LATION OF CHARLESTON 
— AND IN THAT SAME 


E JOHN BUDD CO. 


PRO AND CON—Allied Florists of Georg 


who need your product buy it but not 
copy and not at expense of the florist 


also say it with flowers. Look at the 


ad (left) in the Nov. 18 Saturday Evening Post, held up the IBM ad two pages pre- 
viously in the same issue as an ideal. The florists wired Pitney-Bowes: “Let firms 


efficient and harmonious office staff he will buy the equipment needed but he will 
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ia objected strenuously to the Pitney-Bowes 


through prodding by distorted advertising 
industry...!f the boss really wants an 


IBM ad—you will see what we mean.” 


league structure. The minors had 
a 19% attendance loss last year, 
as compared with a 13% loss in the 
majors. I am sure part of this 
difference was due to too much 
emphasis on major league games. 


s “Television of home games has 
not proved to be a permanent dan- 
ger to the club televising,” he 
said, quoting figures to show that 
major league attendance losses de- 
creased steadily as the season 
progressed, until the postponement 
jam in September. 

“If TV’s effect had been per- 
manent, attendance losses would 
have increased, not decreased,” he 
pointed out, “as new sets were 
pouring into consumption at the 
rate of 600,000 a month.” 

Banning television because of its 
present temporary effect, he felt, 
would require increasing attend- 
ance in 1951 between 2,000,000 and 
3,000,000 in the major leagues 
alone, in order to make up the 
financial loss from rights fees. 


= “I do not think,” he said, “that 
banning TV could increase attend- 
ance by 3,000,000. In fact, banning 
it didn’t even stop the loss last 
year in professional football, bas- 
ketball and hockey—all of which 
had poorer records in 1949 than 
the widely televised sports of base- 
ball and college football.” 

He emphasized the fact that 
sponsors, stations and dealers 
should do more to try to build at- 
tendance, instead of competing for 


it. 
“Some advertisers are doing a 
good job,” he said. “However, since 
about the time of the World Series 
and the opening of the football 
season, there has been a definite 
upsurge of this competitive adver- 
tising.” 


Will Use 255 MBS Stations 


Brewing Corp. of America, 
Cleveland, will begin its broad- 
cast coverage of the 1951 Florida 
winter racing meeting Jan. 20 over 
255 Mutual stations. The weekly 
feature for Carling’s Red Cap ale 
will be aired from 4:45 to 5 p.m. 
Benton & Bowles is the agency. 


CBS Appoints O’Shea 


Daniel T. O’Shea, formerly ex- 
ecutive director of Selznick Re- 
leasing Organization, has been 
named a vice-president and gen- 
eral executive of Columbia Broad- 
casting System, New York. He will 
supervise the business activities 
for both radio and TV programs. 


WNOE Names Gordon, Dustin 

James E. Gordon, general man- 
ager of WNOE, New Orleans, for 
the past ten years, has been named 
president and general manager of 
the station. Winston S. Dustin, for- 
merly with WSM, Nashville, has 
been appointed vice-president in 
charge of sales. 


Lovick Appoints Ward 

A. P. Ward has been appointed 
market research specialist in the 
Montreal office of James Lovick 


CBS Gets Wildroot 
Show; Others Shift 


New York, Nov. 24—The » 
works were busy lining up y 
business this week, but much ofj 
was old business lured away fp, 
competitors. 

CBS has taken Wildroot’s “Chg 
lie Wild, Private Eye” away frp 
NBC, effective Jan. 7. A vids 
version of the broadcast wil] px 
mier on Columbia Dec. 22 for » 
alternate-week run in half of ty 
time vacated by “Magnavox The, ti 
ter.” In mid-April it will becop 
a weekly series in a new time 
Batten, Barton, Durstine & 
is the agency. 

A new show for General 
through Knox Reeves Advert 
ing, reportedly will fill t 
other half-hour made available by 
the cancelation of Magnavox, 


s ABC-TV’s acquisitions wep 
from Columbia and DuMont. Tp 
“Faye Emerson Show,” televise 
three times weekly for Pepsi-Co, 
will switch to American late ney 
month when Liggett & Myer 
which had prior call on the tim 
takes over the Emerson segment ty 
sponsor “Stork Club” for Fatima, 

Reportedly moving to ABC isom 
of DuMont’s best known show 
“Cavalcade of Stars,” a coopera 
tive presentation of drug store 
and manufacturers. 

Burton-Dixie Corp., throug) 
Turner Advertising Agency, wil 
sponsor Paul Harvey in a 10:15 
10:30 p.m., EST, weekly ney, 
broadcast over 100 ABC stations 
starting Dec. 3. The company aly 
sponsors Harvey in Chicago ove 
WENR-TV. 
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THE LETTER SHOP, Inc. Sn 


Plans Highway Ad Forum 


National Advertising Co., Wa- 
kesha, Wis., will conduct a high- 
way advertising forum Nov. % 
Dec. 1 at the Knickerbocker Hote 
Chicago, for advertising manager 
and their agency executive 
Emphasis will be placed on the 
importance this branch of the oit- 
door medium has achieved i 
recent years. 


| & Co., advertising agency. 
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sot 1§ Admen Killed in 
ift }Long island Wreck 


The x New York, Nov. 24—Among the 
Up nel 77 identi: ed dead in the Long Is- 
uch of jf land train wreck Thanksgiving eve 
who were associated with national 
advertising were the following: 

S “Cha William M. Bentley, 45, an art 
ray frog director of 20th Century-Fox Film 
A vidal Corp. He had held similar posi- 
will gm§ tions with Warner Bros. and Co- 
2 for qf lumbia Pictures and at one time 
If Of they had been director of public rela- 
»x Thesf tions for the Skouras Bros. film 
become chain in St. Louis. 

ime Edward B. Dudley Jr., 27, re- 
ae ently employed in the national 
display advertising department of 
the New York Times. He was a 
gaduate of the University of 
North Carolina and served in the 
Navy during World War II. 


ay fro 


‘al 

\ dverti 
ill th 
ilable by 


vox, 
' s Darrell C. Fisher, 47, general 


giles manager of Best Foods, Chi- 
ago, who was in New York on a 
business trip. 

Philip D. Hoyt, 30, an advertis- 
ing salesman for the New York 
Herald Tribune. 

William F. Greffley, 34, produc- 
ton manager of Kenyon & Eck- 
ardt for the past eight years. 
John E. Steinhauser, 25, clerk in 
the traffic department of Paris & 
Peart. 


DWIN B. ALDRICH 

PENDLETON, ORE., Nov. 24—Ed- 
wn Burton Aldrich, 71, editor 
ad publisher of the Pendleton 
fast Oregonian and part owner of 
the Astorian-Budget Publishing 
(o., Astoria, Ore., died here Nov. 
8 of a heart attack. He had been 
editor of the Pendleton paper since 
198, having started as a reporter. 
In 1919 he and associates pur- 
chased the Astoria Budget and 
later bought the morning Astorian, 
‘jcombining them as the Astorian- 
Budget. 

He was a part owner of Sta- 
ton KAST in Astoria, and at one 
time owned an interest in the 
- idaho Evening Times, Idaho Falls. 
His son-in-law, J. W. Forrester, 
is publisher of the Coos Bay Har- 
bor at North Bend, Ore. 


WDOLPH J. TEICHNER 
WEEHAWKEN, N. J., Nov. 22— 
Midolph J. Teichner, 51, treasurer 
m National Broadcasting Co. since 
m2, died here yesterday of a 
mart attack. He had been on leave 
absence from NBC for several 
months because of ill health. 


ik W. S. CRAWFORD 

Lonpon, Nov. 22—Sir William 
Crawford, 71, founder and 

airman of the advertising agen- 
y bearing his name, died here 
day after a long illness. 

For many years his agency has 
tn associated with Charles W. 

Hoyt agency in New York, whose 

funder was a close friend of Sir 

William. 


FRED F. FULLER 

CLEVELAND, Nov. 23—Fred F. 
er, 79, one of the most im- 
brtant contributors to Cleveland 
advertising progress, died here 
Nov. 15 following a brief illness. 

In 1908, Mr. Fuller was co- 
Mounder with Harry D. Smith of 
me agency that eventually became 
Fuller & Smith & Ross. A merger 
it the 1930s brought Fred J. Ross 
4., New York, into the expanding 

Born in Staten Island, N. Y., Mr. 
Fuller had lived in Cleveland 
ince he was five. He had become a 
cognized authority in financial 
advertising. 

Before launching the agency that 
bears his name, Mr. Fuller worked 
N the advertising department of 
te Cleveland Trust Co. 
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lowe Agency Moves Offices 
Lowe Co., New York agency, 
moved its offices to 598 Madi- 
™ Ave. 


Last Minute News Flashes 


Several Sign for Kate Smith Daytime TV Show 


New York, Nov. 24—Procter & Gamble is expected to buy several 
portions of the Kate Smith afternoon TV show (NBC) for Oxydol, 
| through Dancer-Fitzgerald-Sample. Several other new advertisers have 
been signed to sponsor the telecast. D-F-S also is completing plans 
for a Saturday morning kid’s program for Little Yankee shoes. Net- 
work for this telecast will be announced later. 


Anahist Bringing Out Hist-o-Plus Tablets 


Yonkers, N. Y., Nov. 24—Anahist Co. is introducing a new medical 
compound called Hist-o-Plus in selected areas in northeastern states 
supported by frequent insertions of large ads in 14 newspapers and ten 
spot announcements weekly on 23 radio stations. Theme of the ad 
drive through Ted Bates & Co., New York, is “a super tablet for ‘grand 
slam’ relief from miseries of colds.” 


McMath Named Lennen & Mitchell Exec. 


New York, Nov. 24—Kenneth R. McMath, formerly with N. W. 
Ayer & Son, has joined Lennen & Mitchell as an account executive. 


Godfrey Loses Gold Seal; Gets Pillsbury Daily 


New York, Nov. 24—Gold Seal Co., Bismarck, N. D., will cancel its 
15-minute segment of the Arthur Godfrey CBS morning show, effective 
Nov. 27. Pillsbury Mills, which has been using alternating time on the 
Godfrey show, will carry 15 minutes daily. Lever Bros. will switch 
its commercials from Spry to Rinso on the same date. 


Adam Hats Adds 2nd Agency; Other Late News 


e Adam Hat Stores, New York, has switched its newspaper and dis- 
play advertising from Madison Advertising to Ward Wheelock Co. W. 
H. Weintraub & Co., New York, continues to handle Adam’s radio pro- 
motion. 


e@ The Savoy Plaza Hotel, New York, has appointed Hilton & Riggio to 
handle its advertising and promotion, effective Dec. 1. Maxon Inc. 
now carries the account ...Schine Hotels, New York, has switched its 
account from Robert W. Orr & Associates to MacManus, John & Adams. 


e Howard D. Williams, president of Erwin, Wasey & Co., New York, 
who has just returned from his annual two-month business trip to 
Europe, says that the agency’s billings on the continent “have more 
than doubled since the end of the war.” Mr. Williams did not give spe- 
cific figures. Erwin, Wasey plans to construct its own office building in 
London, where it now has 200 employes, he said. 


e The Norton Co., Worcester, Mass., has appointed James Thomas 
Chirurg Co., Boston, to handle the advertising of its abrasive products. 
Chirurg Has been, and will continue, handling Norton’s institutional, 
export and refractory advertising. John W. Odlin Co., Worcester, 
which formerly handled abrasives advertising, will continue to service 
the Norton account on grinding and labeling machines and wear re- 
sistant products. 


e Huyler’s, Long Island City candy maker, has switched its account 
from Hanly, Hicks & Montgomery to Morton Freund Advertising Agen- 
cy, New York. 


e Walter S. Sheldon has been named advertising manager of Cory 
Corp., Chicago, succeeding R. Nicholas Hoye. Mr. Sheldon formerly was 
a member of the merchandising staff at Hotpoint Inc., and prior to 
that was advertising manager of Otarion Inc. He also served as ad 
manager of the Society for Visual Education. 


e Samuel O. Dunn, chairman since 1931 of Simmons-Boardman Pub- 
lishing Co., Chicago, publisher of Railway Age, American Builder and 
other business papers, has become chairman emeritus. James G. Lyne, 
president, has assumed duties of chairman. 


e Wine Growers Guild, Lodi, Cal., has shifted its account from Honig- 
Cooper Co. to Guild, Bascom & Bonfigli, San Francisco. 


; |a uniform audience measurement 
Br oadcast Audience service for the broadcasting in- 
Measurement Group dustry, comparable to the Audit 


Bureau of Circulations for pub- 
lications. 

The idea for the organization 
was conceived by a group of 
broadcasters, advertisers and agen- 
cy men. Any industry person can 
become a member, and eventually 
stock in the corporation will be 
issued. 


Holds First Meeting 


New York, Nov. 21—Henry P. 
Johnston, general manager of 
WSGN, Birmingham, was named 
president of Broadcast Audience 
Measurement Inc., successor to the 
now defunct Broadcast Measure- 
ment Bureau, at the first meeting 
yesterday of the group here. Don 
Petty, general counsel, National 
Assn. of Broadcasters, was ap- 
pointed secretary-treasurer. 

Two committees were appointed 
—one to handle membership and 


Pertection Stove Expands 
Dealer Aids, Co-op Program 
Perfection Stove Co., Cleve- 
land, will step up dealer aids and 
cooperative advertising in its 1951 
program. Day-Glo fluorescent 


finance, another to supervise re- 
search and structure. The board 
will meet again when these com- 
mittees are ready to report. 

The committees will decide on 
the type and scope of a uniform 
audience measurement system, 
how the corporation will be fi- 
nanced, and all other matters per- 
taining to its structure and op- 
eration. 


s BAM will be a separate and 
distinct corporation, not responsi- 
ble to any outside organization 
and in no way connected with the 
National Assn. of Broadcasters, it 
was pointed out. 

Purpose of the new research or- 
ganization, as it was with BMB, 


will be to establish and conduct 


window banners promoting all 
Perfection products will be offered 
to 20,000 dealers, together with 
Perfection’s agreement to share 
on a 50-50 basis the advertising 
costs incurred by dealers in nearly 
all media. 

Perfection’s publication program 
in 30 consumer magazines will be 
continued. McCann-Erickson, 
Cleveland, is the agency. 


Sinclair Names Rader Co. 


Sinclair Pharmacal Co., manu- 
facturer of Boroleum, has ap- 
pointed Kenneth Rader Co., New 
York, to handle advertising. Pro- 
moted ethically through the med- 
ical profession for the past 35 
years, advertising will now be 
directed to the public through 


newspapers. 


ZONED—Dodge division of Chrysler Corp. 
and Chicago area Dodge dealers fol- 
lowed a passenger car series of color 
pages in the Chicago Tribune with this 
four-color page for Dodge trucks. Both 
passenger car and truck ads carry names 
of dealers, zoned according to the Trib- 
une’s selective area system so that each 
dealer participates only in the ad car- 
ried by the newspaper in his own area. 
Ross Roy Inc., Detroit, handles the Dodge 
truck schedule; Ruthrauvff & Ryan, the 
passenger car ads. 


‘New York Times’ 
Turns Down Ad Copy 


on ‘Diary of Love’ 


New York, Nov. 22—New Di- 
rections, publisher of “A Diary of 
Love,” a book by Maude Phelps 
Hutchins, divorced wife of the 
chancellor of the University of 
Chicago, said today that the New 
York Times had rejected an ad- 
vertisement for the novel. “A 
Diary of Love” yesterday was 
described as “vulgar, purple and 
in spots filthy” by the police cen- 
sor board in Chicago. 

A spokesman for New Direc- 
tions said the Times’ rejection of 
the ad apparently came after a 
reading of the volume. He said the 
ad itself merely referred to the 
novel as describing “a young girl’s 
emotional awakening.” 

He said the Times’ action was 
“absolute nonsense” and that the 
newspaper “doesn’t bother with 
aesthetic considerations.” He 
termed the rejection an “abroga- 
tion of civil rights.” 

The spokesman, who said “A 
Diary of Love” is now out of stock, 
having sold all 3,500 advance 
copies, told AA New Directions 
planned to advertise the novel 
(through Alvin Gardner Co.) in 
The Saturday Review of Litera- 
ture, the New York Herald Tri- 
bune and other publications. He 
said he anticipates no further re- 
jections. 


FCC Postpones TV 
Network Hearing 
Until Dec. 11 


WASHINGTON, Nov. 22—The Fed- 
eral Communications Commission 
announced today that its hearing 
on TV network allocations has 
been postponed until Dec. 11. 

The postponement was made 
when AT&T and major networks 
asked additional time to prepare 
their arguments. 

The networking allocation hear- 
ing is part of a general investiga- 
tion of TV networking under way 
at the commission. 

This phase deals with AT&T 
policy in dividing time on scarce 
cable and relay facilities among 
the four networks. 


Glory Letter Joins ‘Living’ 


Glory Letter, formerly with 
Esquire and the United Nations 
News, has joined the retail sales 
staff of Living for Young Home- 
makers, where she will supervise 
direct mail for “Your Money’s 


‘ section. 


Series to Boost 


104 Drug Items 


New York, Nov. 22—McKesson 
& Robbins will launch in the Jan. 
29 issue of Life a series of 26 in- 
| stitutional ads to be published in 
alternate weeks emphasizing the 
value of community drug stores 
and featuring in each ad the na- 
| tionally advertised products, made 
by four different manufacturers, 
that are drug store staples. A total 
of 104 different products will be 
featured. Beaumont & Hohman is 
the agency. 

In addition, McKesson & Rob- 
bins will use business papers in 
the drug field, will offer $100,000 
in prizes to druggists ($25,000 
quarterly) who use special decals 
on their doors, framed reprints of 
the Life ads in their windows, 
special counter displays, and the 
most constructive merchandising 
suggestion for increasing drug 
store sales. 

Also, the company is offering 
prizes amounting to $25,000 to its 
salesmen for their efforts in pro- 
moting the 1951 campaign among 
customers. Any druggist is eligible 
for prizes. 


a The company plans to distribute 
30,000 reprints of the Life ads to 
druggists each month in addition 
to 30,000 pieces of direct mail. 

While the company refused to 
reveal how the individual manu- 
facturers are tying in financially 
in the campaign, AA was told that 
McKesson & Robbins expects that 
the forthcoming campaign will in- 
crease its business $50,000,000 dur- 
ing 1951. 

Four other advertising cam- 
paigns involving the use of other 
media are in process of develop- 
ment, AA was told, and “probably 
will be ready for discussion short- 
ly after the first of the year.” 


Venetians Vexed 
at Coke’s Gaudy 


Gondola Gimmick 


VENICE, ITALY, Nov. 24—A gay 
red-and-yellow gondola advertis- 
ing Coca-Cola has caused a trans- 
portation crisis in this ancient and 
historic city. 

The gondoliers cooperative no- 
tified the city council today that 
unless the Coca-Cola gondola 
left the canals it would be the 
only gondola on them. “Ban it or 
we strike,” the gondoliers said in 
their ultimatum. 

Coca-Cola Co. tried some time 
ago to get the gondoliers to paint 
Coca-Cola signs on their gon- 
dolas. The watermen, shotked, 
pointed out that the Venetian sen- 
ate in the 18th century passed a 
law that all gondolas must be 
painted a sedate black. Coca-Cola 
imported a gondolier from Verona, 
and he has been plying the lurid- 
ly painted advertising gondola 
along the famous canals. 

The city council has forwarded 
the gondoliers’ ultimatum to Mayor 
Ciaquinte, a Communist, whose 
party in the past has attacked 
Coca-Cola as “a tool of American 
imperialism.” 


Gets Norwich Account 


Norwich Pharmacal Co., Toron- 
to, manufacturer of Pepto-Bismal, 
Unguentine and other products, has 
placed its advertising with the 
ya office of Cockfield, Brown 
& Co. 


Esmond Appoints Greene 
Alfred A. Greene, formerly with 

Chernow Co., has been named di- 

rector of new business develop- 


small space in magazines and) Worth,” Living’s retail shopping | ment by Lawrence Esmond Adver- 


tising, New York. 
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Dairy Council to Meet 

The annual meeting of the Na-| 
tional Dairy Council will be held 
Jan. 30-31 at the Hotel President, | 
Kansas City, Mo. Dr Edwin G.| 
Nourse, first chairman of the 
Council of Economic Advisers in 
the executive office of the Presi- 
dent of the United States, and Arno 
H. Johnson, vice-president and di- 
rector of media and marketing of 
J. Walter Thompson Co., New 
York, will be guest speakers. 


Welch Agency Appoints Two 

Orville Grisier and Felix Pog- 
liano Jr. have been appointed ac- 
count executives of Wayne Welch 
Inc., Denver agency. The agency 
has moved its offices to the Securi- 
ty Life Bldg. 


Gets Marlon Account 
Marlon Confections Corp., New 


High Proportion of Women’s Apparel 
Sold Under Makers’ Brand Names 


‘Women’s Wear Daily’ 
Survey Shows Extent 
of Dealer Aid Needs 


New York, Nov. 21—What 1,200 
apparel manufacturers are think- 
ing about brand acceptance, co- 
operative advertising allowances, 
prices and the like, as far as their 
own fields go, has been told in 
impressive detail by Women’s 
Wear Daily. 

An example of the findings: 

Ninety-two per cent of all cor- 


Unlike previous annual surveys 
by this Fairchild publication, the 
1950 study is based on manufac- 
turers’ answers to a questionnaire; 
in five previous studies, retailers, 
large and small, supplied the an- 
swers. 


s Published Nov. 9 as a special 
72-page supplement of Women’s 
Wear Daily, the report shows the 
following data on the extent to 
which all sales in different ap- 
parel and piece goods lines are 
made (by per cent) under man- 
ufacturers’ own brand names: 
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parel makers and retailers is given 
in the special report concerning 
point of sale aids, co-op allowances 
and the like. For example, the fol- 
lowing percentages are developed 
on the basis of questionnaire an- 
swers: 


EQUILIBRIUM. 
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ENCHANTED—This page in four colors appears in the December issue of Better 
Homes & Gardens and the Dec. 9 issue of The Saturday Evening Post for the 
receiver sales division of Allen B. DuMont Laboratories. The same copy in black ond 
white is set for Harper’s Magazine and National Geographic (December issues); 
The New Yorker Dec. 2; and Newsweek Dec. 11. Campbell-Ewald Co. is the agengy. 


mation is given, section by sec- 
tion, on industry groups’ intention 
to increase dealer aid materials, 
sell more under their own brand 
names, attitudes on price trends, 
etc. 


WGN-TV Standardizes Card 

Station WGN-TV, Chicago, has 
issued a new rate card, No. 7, into 
which have been incorporated rec- 
ommendations of the television 
standardization group of the Na- 
tional Assn. of Broadcasters’ 
broadcast advertising committee. 
These recommendations deal 
principally with physical aspects 
of the card: contents, order of 
presentation, rate table structure, 
etc. No changes in the basic rates 
have been made. 


TEST MARKET. 


tii in nitions 


Zimmerman Resigns KARK Pos 


G. E. Zimmerman, for the pas 
14 years vice-president and genera 
manager of Station KARK, Littk 
Rock, Ark., has resigned becaug 
of poor health. T. K. Barton, sonof 
Col. T. H. Barton, president of the 
company, has been named to su- 
ceed Mr. Zimmerman. Mr. Barton 
has been with the station in @ 
executive capacity for the pas 
two years. 


Weatherhead to F&S&R 

Weatherhead Co., Cleveland 
hardware concern, has appointed 
Fuller & Smith & Ross, New York, 
as its agency, effective Jan. 1 
Peter Hilton Inc., New York, is 
the present agency. 


NBC Appoints Jack Carson 

Jack Carson, formerly an ac 
count executive of Lennen & 
Mitchell, has been named a sales | 
man in the television sales de 
partment of National Broadcasting 
Co., New York. 


variations Aaa aatea ah 3 
buying power in the 16-county 
Roanoke market. More than 
500,000 people are employed in 
Industry, Agriculture and Com: 
merce .. . assuring you the eco- 
‘nomic stability necessary for a 
good test market. One of the — 
many reasons successful adver- 


tisers test fret ia Reanehe. 


ws Of these nine groups, eight 
replied that their dealers are more 
interested in receiving labels and 
tags than any other dealer aid 
materials. 

In fact, Women’s Wear Daily 
indicated that large department 
stores, in particular, are about 
unanimous in the opinion that 
eee more informative labeling is tre- 

_ mendously helpful. Reporting on a 

; panel discussion by executives of 

|R 0 A N 0 K E these stores, the publication quoted 
TIMES AND WORLD-NEWS 
ROANOKE ~ VIRGINIA 


them as declaring that “informa- 
tive labeling [is] the quickest and 
_ | SAWYER + FERGUSON * WALKER CO. 
National Representatives 


Roanoke from competing markets. The 
Roanoke newspapers completely dom- 
inate the Roanoke market. Newspaper 
coverage, therefore, offers maximum 

for test purposes. ; 


re write tr of MARKET 
mA TESTistics’ to Sawyer- 
as a alk 
easiest way to help the sales staff 
in their knowledge of the product 
and the consumer in reaching her 
decision to buy.” 

The questionnaires to manufac- 
turers show the following per- 
centages indicating extent of re- 
quests for dealer aids: 


Labels, Ad Counter Co-op 
- Cards Advg. 


To Morey, Humm & Johnstone 
Morey, Humm & Johnstone, New 
York, has been appointed to handle 
the advertising of Art Metal Con- 
struction Co., Jamestown, N. Y., 
manufacturer of steel office equip- 
ment, aluminum posture chairs, 
post-index visible filing systems 
and metal architectural specialties. 


SIGNS OF LONG Li 
FOR QUANTITY BUvERS 
THE ARTKRAFT® SIGH Ch 


ooo wibby se oa ocr 


eo) 


Buckley Names Connor 
Berenice E. Connor, formerly 
with Geare-Marston Inc., has been 
named director of radio and tele- 
vision for the Buckley Organiza-| , 
tion, Philadelphia. L 


RSSEN| RES 


Considerable additional 


infor- 


America’s finest 


photoengraving plant 
Collins, Miller & 


Hutchings we 


207 North Michigan, Chicago 
FRanklin 2-5854 
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Dean Outlines 
Steps Needed 


for Price Plan 


Price Policy Program 
Suggested in ‘Harvard 
Business Review’ Story 


Boston, Nov. 21—Manufacturers 
of new products, who seek to set 
up a practical pricing policy, 
should consider four steps, accord- 
ing to Joel Dean, partner in Joel 
Dean Associates, management con- 
sultant. 

The four steps he suggests are: 

1. An estimate of demand. 

2. A decision on market targets. 

3. The design of promotion strat- 


pt The choice of distribution 
channels. 

Mr. Dean, a professor of busi- 
mss economics at Columbia Uni- 
yersity, describes the elements of 
his suggested pricing policy in an 
gticle in the November issue of 
the Harvard Business Review. 


asin working out the first step— 
that of estimating demand—he 
siggests that the manufacturer: 

A. Explore the preferences and 
ducability of consumers in the 
light of the technical feasibility 
for the new product. 

This involves asking such ques- 
tions as: How many potential buy- 
ets are there? Is the product a 
practical device for meeting their 
needs? How can it be improved to 
meet their needs better? What pro- 
portion of the potential buyers 
would prefer or could be induced 
to prefer this product to existing 
products? 

B. Mark out the competitive 
price range. Mr. Dean suggests 
that interviews with distributors 
who have sufficient experience to 
judge what price range would 
make the product a good value 
may help on this score. 


» | a Manufacturers, he continues, al- 


so may find the barter equivalent 
concept useful. Direct questioning 
of a sample panel of consumers 


often fails to yield reliable data) 


what they would be willing to 


variety of articles in different 
price ranges, and then asked which 
article they would take in trade 
for the new product, a rough ap- 
proximation of value may be ob- 
tained. 

C. Investigate the probable sales 
from several possible prices. ‘“Usu- 
ally,” he says, “a buyer has a 
choice of existing ways of having 
the same service performed. An 
analysis of the costs of these al- 
ternatives serves as a guide in set- 
ting the price for a new way.” 

D. Consider the possibility of re- 
taliation by manufacturers of dis- 
placed substitutes in the form of 
price cutting. 


ws In taking the second step—de- 
ciding on market targets—answers 
should be sought to several ques- 
tions: What ultimate market share 
is wanted for the new product? 
How does it fit into the present 
product line? What about produc- 
tion methods? What are the pos- 
sible distribution channels? 

“A basic factor in answering all 
these questions,” says Mr. Dean, 
“is the expected behavior of pro- 
duction and distribution costs. The 
relevant data here are all the pro- 
duction outlays that will be made 
after the decision day—the capital 
expenditures as well as the vari- 
able costs. A go-ahead decision will 
hardly be made without some as- 
surance that these costs can be re- 
covered before the product be- 
comes a football in the market.” 


a The third step—designing pro- 
motional strategy—involves an ac- 
ceptance of the fact that initial 
promotional outlays are an invest- 
ment in the product and cannot 
be recovered until some kind of 
market has been established. 

The innovator, Mr. Dean points 
out, must shoulder the burden of 
creating the market. If he does 
not want to hand this market to 
possible competitors, “he must 
make pricing plans to recover his 
initial outlays before his pricing 
discretion evaporates.” 

The strategic problem, Mr. Dean 
continues, is to find the right mix- 
ture of price and promotion to 
maximize long-run profits. 

A marketer “can choose a rela- 
tively high price in pioneering 
stages, together with extravagant 
advertising and dealer discounts, 
and plan to get his promotion costs 
back early; or he can use low 


pay for a new product. However, | prices and lean margins from the 
ifconsumers are presented with a’ very outset, in order to discourage 
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Flexibility. Schaefer has no 
trouble gearing these hard-hitting 
Panels to their distribution pat- 
tern. That’s because Outdoor Ad- 
Vertising is adaptable to all types 
of marketing—local,” regional or 


25 Silver Anniversary Year 1950 
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national. Let GOA flexibility start 
working for you now! General Out- 
door Advertising Co., 515 S. 
Loomis St., Chicago 7, Illinois. 


* Covers 1400 UI 
leading cities \|\ 
and towns 


MALE MONOPOLY—Though this scene is the fall cocktail party given at the Wal- 

dorf-Astoria by the Advertising Women of New York, there’s nary a gal in sight. 

The quintet in the foreground includes Bill Caldwell, promotion manager of True 

and Today’s Woman; John Stanton, space salesman for Today’s Woman; and Joe 
Mulqueen, Ed Thayer and Bob Jackson, all of Quick. 


potential competition when the 
barriers of patents, distribution 
channels, or production techniques 
become inadequate.” 


a In choosing channels of dis- 
tribution—the fourth step—mar- 
keters must estimate the costs of 
moving the new product through 
the distribution channels to the 
final consumer, “since these costs 
govern the factory price that will 
result in a specified consumer 
price, and since it is the consumer 
price that matters for volume.” 

Thus, in setting up a “pioneer” 
pricing policy, Mr. Dean contends 
that a choice must be made be- 
tween (1) a policy of high ini- 
tial prices that skim the cream of 
demand and (2) a policy of low 
prices from the outset, serving as 
an active agent for market pene- 
tration. 


a When the later stages in the cy- 
cle of market and competitive 
maturity are reached, there are 
several alternatives in pricing, 
which he discusses in his article. 

But most important, he declares, 
is the ability to determine when a 
product is approaching maturity. 
Five symptoms of this condition 
are: 

1. Weakening in brand prefer- 
ence. 

2. Narrowing physical variation 
among products as the best designs 
are developed and standardized. 

3. The entry in force of private- 
label competitors. 

4. Market saturation. 

5. The stabilization of produc- 
tion methods. 


Nesco Forms New Division 
to Sell Frit Commercially 


Nesco Inc., Chicago, has formed 
a new division to manufacture 
and sell a line of commercial 
frit, the raw material for making 
porcelain enamel. Nesco_ will 
produce and nationally merchan- 
dise the frit from its Granite 
City, Ill., plant. 

Nesco also announced it will 
replace its previously unprofit- 
able enamel cooking-ware busi- 
ness with a new line of enameled 
specialties. 


Sets Denture Product Drive 


Consolidated Cosmetics  Inc., 
Chicago, for its Dr. Heath’s den- 
ture adhesive, is using 450-, 200- 
and 50-line b&w newspaper ads in 
Chicago, Detroit, New York, Phil- 
adelphia, St. Louis and South 
Bend, Ind. The drive is slated for 
expansion into 24 markets. Allan 
Marin & Associates, Chicago, is 
the agency. 


Beggs Becomes Ad Manager 

Morrison Beggs, formerly east- 
ern advertising manager, has been 
appointed advertising manager of 
Living for Young Homemakers, 
New York. 


Amsterdam Types Moves 


Amsterdam Continental Types & |: 


Graphic Equipment Inc., New 
York, has moved to new and 
larger quarters at 268-276 4th Ave. 


Parker Sets Holiday 
Push for Pens, New 
Flaminaire Lighter 


JANESVILLE, Wis., Nov. 22— 
Parker Pen Co. has scheduled the 
introduction of its new Flaminaire 
butane cigaret lighter to break in 
time for the Christmas gift buying 
season. — 

Beginning Dec. 3, full-page and 
spread insertions in full-color will 
appear in Esquire, Life and news- 
paper supplements in 27 major 
markets. Also to be used in the 
introductory drive are TV, dealer 
cooperative ads and point of pur- 
chase material. 

The lighter was obtained by 
Parker on an exclusive basis from 
its French inventors, Marcel Quer- 
cia and Georges Ferdinand. Weight 
of the lighter, complete with its 


71 


It has a release button separated 
from the flint wheel to avoid ac- 
cidental lighting in the hand or 
pocket. The butane fuel is odor- 
less and tasteless and burns evenly 
without smoke. 

Tatham-Laird 
handles 


Inc., Chicago, 
Flaminaire advertising. 


s Parker also has budgeted more 
than $750,000 for Christmas ad- 
vertising of its line of Parker pens. 
Ads are slated to run in Cosmo- 
politan, Esquire, Life, National 
Geographic Magazine, Newsweek, 
The Saturday Evening Post and 
Time. In addition to the magazine 
ads, 67 newspaper supplements 
will be used in the drive. 

J. Walter Thompson Co. is the 
agency for Parker pens. 


Duffy Joins Aldridge 


Frank E. Duffy, formerly a copy- 
writer with Geare-Marston, Phila- 
delphia, has joined the copy staff 
of A. E. Aldridge Associates, Phila- 
delphia. 


Weinberg Agency Moves 

Milton Weinberg Advertising 
Co., Los Angeles, has moved its 
offices from the Union Bank Bldg. 
to 3508 Wilshire Blvd. 
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NORTHWEST publication covers 
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Seuth Deketa. 
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1013 Fourth Ave. Se., Minneapolis 4, Minn, 
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Correction 


and 


Apology 


As everyone in advertising knows, there is a 
healthy rivalry of long standing between the two 
great national farm magazines. 


During 1950, FARM JOURNAL has made 
substantial gains in number of advertising pages. 
When figures published by Advertising Age in its 
issue of October 23, plus our handcount for the 
November issues, showed FARM JOURNAL 
leading by four pages—January through Novem- 
ber—we felt so good about it that we purchased a 
page in The New York Times to proclaim the fact. 


But the figures as published in Advertising 
Age were in error, as Advertising Age has so 
handsomely acknowledged. The correct total, 
through November, for COUNTRY GENTLE- 
MAN is 1087.9 pages—for FARM JOURNAL, 


1081.4 pages. 


We are exceedingly sorry to have given 
incorrect figures such wide publication and we 


apologize both to COUNTRY GENTLEMAN 
and to our friends in the advertising fraternity. 


FARM JOURNAL 


Graham Patterson, Publisher 
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